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OU KNOW THAT YOUR FATHER, 
and your father’s father, and very likely 


his father, took the village paper, and mother 


ee ee ee 


takes itnow. It’s an old standby. Your folks 
can’t get along without it; and you read it, 
and so does your wife, and so do your boys. 
The clientage of the country newspaper is 


absolute and indestructible. 


ATLANTIC COAST LISTS’ 





Papers are all country papers, founded on the 


rock of good old times. 1,400 papers, and one 


a8 ee ee eee eee ee eee ee on ee 


electrotype enough for them all. 
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HOW TO SELL REAL 
MAIL. 
By Elmer Dwiggins. 

That was the problem which pre- 
sented itself to Elmer and Jay Dwig- 
gins & Co., of Chicago, two years ago. 
We were the founders of Griffith, a 
manufacturing suburb of Chicago. 

Free excursions had been tried, but 
the profits on lot sales were sadly re- 
duced by the expense of carrying ** pic- 
nickers,”” who went out merely for the 


ESTATE BY 


the credit of my plan of selling ‘‘ Real 
Estate by Mail. 

And this is how I did it. 

As the lots were to be sold on easy 
monthly payments, running over a 
period of three years, I was obliged to 
begin by making contracts with adver- 
tising mediums to divide their monthly 
bills up into thirty-six instalments, to 
be paid as money came in from lot 
payments. 

I opened up principally in religious 
and farm pape, and used various dis- 





free ride and what 
wild flowers they 
could gather. 
Advertising in 
local papers to 
bring customers to 


the Chicago office 
paid only moder- 


ately well. Too 
many hundred 
other real estate 
dealers in Chicago 
were doing it that 
way. Something 
new had to be done. 

I conceived and 
worked out a sys- 
tem of advertising 
to induce sales by 
mail. In the winter 
of 1891 I began 
the work modestly 
and absolutely 
without capital. 

In two years I 
had sold lots by mail in every State 
in the Union, in all the Territories 
but five, in Mexico and in six Cana- 
dian Provinces, I had paid $40,000 
for advertising as I went along. Be- 
sides that I had paid up large pur- 
chase money indebtedness on land, and 
paid for streets, sidewalks, sewers, 
factory buildings, a railroad station and 
other improvements. The three part- 
ners in the firm had each drawn out 
two years’ living expenses, and a big 
surplus profit stood on the books to 





Mr, Ecmer Dwicarns. 


play ads showing 
a small map of 
Griffith’s four rail- 
roads, including 
the Chicago Outer 
Belt Line. Read- 
ing notices were 
freely used in con- 
nection with this 
display, and they 
were especially 
beneficial when we 
could get a repre- 
sentative of the 
paper to visit 
Griffith and write 
his own report 
upon it. 

Lots were offer- 
ed as cheap as 
$100 each, on 
monthly payments 
of from $4 up. 
The advertisement 
was at first framed 
to secure an immediate deposit of 
$5 by mail to hold a lot. This was 
successful in many cases, but it seemed 
rather hasty to expect readers to buy 
real estate as they would buy flower 
seeds, merely from the first reading of 
an advertisement, so finally we re- 
quested them to send for a plat and 
descriptive matter. 

Our advertising did not end with the 
receiving of such a request. It only 
began there. The system which I 
had devised then got in its work, 
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This is what happened to the in- 
quirer : 

1. He received a typewritten letter, 
or close imitation in copying ink, and 
copied, calling his attention to the 
salient points about Griffith lots and 
the date of the next advance in prices. 

2. Accompanying this, sealed in the 
same inclosure and with letter postage, 
was a folder, containing an unexag- 
gerated map showing the relative loca- 
tion and railroad connections of Griffith 
to Chicago, a four-colored plat of 
Griffith’s various additions, with price 
and size of each lot and descriptive 
matter about the town. 

3. A neatly printed booklet, written 
in short paragraphs, with marginal 
pointers, telling about investments in 
general, but bearing pointedly on 
Griffith lots in particular, with a short, 
terse disquisition on the value of the 
instalment plan as a teacher of thrift 
and economy. 

4. For eight weeks he received free 
the Griffith Enterprise, a local weekly 
paper published under our patronage 
and edited by me. This gave him the 
local news as to the latest improve- 
ments, factories, stores and residences, 
breezy interviews with the last arrivals 
and newest settlers in town, and fre- 
quent warnings to buy lots before the 
next advance in prices. These ad- 
vances in price of lots were small, but 
frequent, and were for the purpose of 
making purchasers put an end to de- 
lays and doubts and come to the point 
of buying. 

5. A week previous to each advance 
another typewritten, copied, signed 
and sealed letter was received, report- 
ing the latest improvements, the best 
future prospects and offering to recom- 
mend some desirable lots before the 
advance in prices, if so requested. 

As a result of all this the interest 
aroused by the original advertisement 
was deepened and broadened by the 
descriptive matter. It was whetted up 
to a sharp conviction and a settled de- 
cision by the local paper and the per- 
sonal letters. To some customers we 
sold something at each advance in 
prices. Those who did not buy the 
second time felt good over the advance 
in the value of lots they had already 
bought, and talked to their neighbors, 
much to our benefit. 

Our earliest advertisements began to 
bring replies from a very wide territory. 
Occasionally people didn’t take time to 
write for particulars, but telegraphed 
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instead. I remember distinctly the 
first telegram, which was from a tea 
merchant in Halifax, Nova Scotia. 
We hurriedly mailed him a plat, pric- 
ing all the lots in a block at the same 
figure. We received an order by wire 
in three days for two lots, which were 
of an extra width and should have 
brought a higher price. We let him 
have the lots, however, and made a 
permanent customer out of him, selling 
him altogether forty-three lots. He 
has never seen any of these lots, but 
they are now worth from two to five 
times what he paid. 

It was not long until we had accumu- 
lated money enough from lot sales to 
discount and pay up in advance our in- 
stalment advertising bills. We then 
paid cash for our advertising and ex- 
tended it as rapidly as we found 
mediums that it was profitable to 
patronize. 

We determined the value of mediums 
by a thorough checking system. We 
keyed our advertisements by variations 
in our room and street numbers, so 
that we could tell just what replies we 
were getting from each medium used. 
We kept a book called a ‘‘ reply ledger,” 
in which we opened an account with 
each paper patronized and entered 
thereunder the name and address of all 
persons heard from through advertise- 
ments in that medium. We credited 
the paper with all sales made and 
charged it with the cost of all advertis- 
ing run in its columns, 

A close check was kept upon the 
relative expense and results in each 
paper, and unless the results were five 
to ten times as large as the cost the 
paper was dropped from our advertis 
ing list. If results were that large or 
larger the advertising in that paper 
was increased. By looking over this 
ledger we could see not only how many 
replies we received from a given me- 
dium, but from what part of the coun- 
try they came and whether they were 
local or national in character. Also 
what percentage of the inquirers finally 
purchased property and whether the 
paper was productive merely of replies 
or also of sales. 

We guaranteed to select high and 
favorable lots if the choice was left to 
us, and we were partial in giving the 
highest and best lots to mail customers. 
This frank treatment had its beneficial 
effect. I remember an Iowa minister 
who purchased two lots by mail, and 
we selected for him two of the best 














lots in the block, on the crown of a 
slight ridge, and with some five large 
oaks on them. When he came to ex- 
amine his property he rather expected 
to find that he had been cheated with 
some low, undesirable lots, but when 
he saw how choice they really were he 
exclaimed with devout fervor: ‘* Your 
selection of these lots for me must 
have been guided by the Divine Provi- 
dence!” I think it must have been, 
for we sold him that day thirteen more 
lots for members of his flock, some of 
whom afterwards became citizens and 
business men of Griffith. 

Another point which undoubtedly 
helped us greatly in selling lots to 
people who could not come at once to 
see them was the privilege of exchang- 
ing when they did come for any unsold 
lot of the same price, or of a higher 
price by paying the difference. This 
privilege was not often taken advantage 
of, because we always favored mail 
customers in making selections. When 
it was taken advantage of higher-priced 
lots were usually taken, which amount- 
ed to an additional sale. 

In two years 124 advertising me- 
diums were used, only twenty of which 
paid well and were patronized con- 
tinuously. We received, answered, 
circularized and tabulated 17,218 re- 
plies. Half of these, however, came 
in response to offers of a free World’s 
Fair guide containing our advertise- 
ment. Such replies were of small 
value. 

Altogether 1,061 lots were sold to 
652 different customers for a total con- 
sideration of $216,036.53, of which 76 
per cent has been paid up to date and 
the balance is now coming in monthly, 
in spite of hard times. Of the 652 
customers, 416 bought without seeing 
the property. Most of these have 
since seen it, however. 

The advertising and circularizing 
necessary to produce this result cost 
$39,652.56, or about 18 per cent of the 
total sales. After deducting all ex- 
penses, including cost of land, adver- 
tising, office expenses, improvements 
and promotion of the town, there was 
a net profit left of $123,000. 

Of the twenty good paying mediums 
used there were ten which cost less 
than the average of 18 per cent of total 
sales made. These ten mediums, in 
their order, are the Farm, Field and 
Fireside, the Young Men's Era, Chau- 
tauguan, the Union Signal, the De- 
4ineator, the Chicago Daily Record, 
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the Chicago Advance, the Prairie 
Farmer, the Voice and the Orange 
Judd Farmer. . 

We squandered $3,300 in forty-eight 
different papers, which produced no 
traceable results whatever. The 
Century heads this list. ‘The Cosmo- 
politan and Scribner’s did much better. 
Co-operative lists, such as the Atlantic 
Coast Lists, the Chicago Newspaper 
Union and the Western Newspaper 
Union were very bad investments. 

Of the cheap popular papers with 
big circulations the Ladies’ Home Jour- 
nal produced the best results. Comfort 
was next, while Allen’s and Vickery's 
and Hill’s lists and the Youth's Com- 
panion kept our reply clerks busy, but 
furnished very little work to the sales 
department. 

I do not claim that any one follow- 
ing the system here outlined can dupli- 
cate this record of selling real estate by 
mail, but I do believe, with financial 
conditions the same, I can duplicate it, 
either in real estate or in merchandise, 
where the percentage of profit is large. 
Moreover, I have learned something 
and can avoid some of my past mis- 
takes. 


HE NEVER THOUGHT HE WAS DOING 
RIGHT 





20 DEVONSHIRE STREET, i 
Boston, Mass., Feb. 26, 1894. 
Editor of Printers’ Ink: 

Dear Sir—The New England Farmer is 
another publication which does not pay a com- 
mission to every one that asks, but there are 
some things about this agent's commission 
business which have never been clearly set- 
tled in my own mind and which are brought 
up by your last issue. 

In an editorial on page 211 you show that 
the dealer in oranges is a convenient factor in 
the business, and that the producer in oranges 
should sell to the dealer cheaper than to the 
boy who only wants one orange. This is true, 
but carrying this illustration into actual life 
we find that a hotel or other large consumer 
of oranges that wantsa hundred boxes can bu 
them as cheap'y per box ascan some small 
dealer who desires to buy only twenty boxes 
to sell again. 

Now, I find in the business of the New 
England Farmer that half adozen prominent 
advertising agents send me large amounts of 
business. There are perhaps a hundred more 
agents who send very small amounts, and 
there are a dozen or so large advertisers who 
advertise direct and send much more business 
than the small agencies. Now, I believe 
thoroughly in protecting large agencies which 
send me many hundred dollars’ worth of busi- 
ness in a year, but I have never thought that 
I was doing just right in allowing an agent's 
commission to a small agency which might 
not send me more than $15 or $20 worth of 
business in a whole year. Why should sucha 
small agency get a better net rate than some 
large advertisers who advertise direct? 

Gro. M. WHITAKER, 











CHARLES L, TIFFANY. 
By George P. Rowell, 


* To the boy contemplating an en- 
trance into a business life, and to the 
young man who has but recently em- 
barked therein, there is pleasure and 
profit to be gained by a perusal of the 
dainty souvenir volume recently issued, 
“A Sketch of Charles L. Tiffany, and 
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and the principal objection to the site 
of the new store was that it was too far 
uptown, 

The total sales for the first three days 
amounted to $4.98. Then acash book 
was thought desirable. Trade in- 
creased. ‘The fourth day’s sales were 
$2.77. The day before Christmas they 


amounted to $236, and on New Year’s 
How sweet 


eve they footed up $675. 
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the House of Tiffany & Co.” It is not 
often given to a man to establish a 
business for himself, pursue a path of 
uniform success and prosperity for half 
a century and still remain to advise, 
direct and enjoy the work of his head 
and hands, and the respectful recogni- 
tion of his fellow citizens. Mr. Tiffany 
was of New England parentage, spring- 
ing from English ancestors. In his 
boyhood there was the usual story of 
the district school, village academy, 
and the vastly useful training of the 
country store, where at the age of 15 
Se was bookkeeper, salesman and man- 
ager. At the age of 25 he comes to 
New York, joins a schoolmate of his 
own age, who had preceded him to the 
city. With a borrowed thousand dol- 
lars, for which each assumed an obliga- 
tion for five hundred, these young men 
opened a store at 259 Broadway, in 
1837, having A, T. Stewart, estab- 
lished ten years before, for a next door 
neighbor. How interesting are the 
little facts recorded and related of this 
first start in the struggle for a place in 
the business world. The store was 
opened Sept. 18, 1837. 

New York had 200,000 people then, 


is this early well-earned success. How 
pleased the young men must have 
been. Fancy the consternation with 
which they found themselves obliged 
to face the loss of nearly all their pos- 
sessions, when, on New Year’s day, 
one year later, it was found that the 
store had been looted by robbers. 
How quickly the loss was overcome, 
almost forgotten in the activity of 
trade and the consciousness of success. 
Two years later the store had to be 
enlarged by adding the one adjoining. 
It was a happy period, for in the same 
year our young merchant takes to wife 
the sister of his partner, a schoolmate 
known and loved when the home of all 
had been in rural New England. At 
first the young firm dealt in bric-a- 
brac, canes, umbrellas, stationery, fancy 
goods—everything same as now, save 
that the trade in jewelry was not taken 
up until after ten years and a re- 
moval into still more extensive and 
commodious quarters at the southwest 
corner of Broadway and Chambers 
street. The experience of Mr. Tiffany 
confirms the common saying that no 
man ever makes a great success in any 
business in which he does not become 























conspicuous and notably successful 
within ten years. 

The little book to which we have 
made such extended reference, so un- 
usual in the case of PRINTERS’ INK, has 
been charmingly edited by Mr. George 
Frederick Heydt. It is intended, 
doubtless, as an advertisement, in a 
way, and as such may probably be had 
on some terms by application to Messrs. 
Tiffany & Co., Union Square, New 
York, but if every boy and young man 
who would be benefited by its perusal 
should be so fortunate as to obtain a 
copy, the edition, however large, will 
be inadequate to supply the demand. 

a eet 


FLORIDA. 


[The short essays on how to advertise in a 
State, now appearing weekly in Printers’ 
Ink, will eventually be published in book 
form, Populations are from the census of 
1890, and all newspaper facts and statistics are 
based upon the last issue of the American 
Newspaper Ditectory—the issue for 189:]. 

The man who wishes to advertise in 
Florida presumably knows what pur- 
pose he has in view. In area it is a 
great State, being considerably larger 
than New York or Pennsylvania. Its 
population is about equal to that of 
New Hampshire. In actual figures its 
area iS 54,240 square miles and its 
population 391,422. There are printed 
in Florida 137 newspapers and period- 
icals of all sorts, 16 of which appear 
daily and 108 weekly. 

The only places in Florida of con- 
siderable importance, in point of popu- 
lation, are Jacksonville (population 
17,201, Key West (population 18,080) 
and Tampa (population 5,532). No 
other city or town is credited with so 
many as 5,000 people, but St. Augus- 
tine has a population of 4,742. 

Key West and Jacksonville have 
commercial interests as separate and 
distinct as they could be were one in 
Maine and the other in Texas. Key 
West, although having a larger popula- 
tion than Jacksonville, is of no particu- 
lar importance as a newspaper town. 

Jacksonville is the newspaper as well 
as the commercial center of Florida. 
The Jacksonville 7imes-Union, pub- 
lished morning and evening and 
weekly, is the one paper in the State 
that an advertiser from outside is likely 
to be familiar with and wish to use. 
Both the morning edition and the 
weekly take on a good deal of the ap- 
pearance of being papers of importance. 
They are certainly widely known 





PRINTERS’ 











INK. 263 
among advertisers and by the public 
generally, 


The Metropolis, the only other daily 
of Jacksonville, appears every evening, 
and sets up pretty energetic claims to 
being as worthy of patronage. It 
prints boldly at the head of its page 
the announcement that, ‘‘ If advertisers 
want to reach the people of Jackson- 
ville there is no other medium to equal 
the Metropolis,” also that ‘‘ the circu- 
lation of a newspaper can always be 
judged by its advertisers,” and that 
**you will find the leading business 
men of Jacksonville as advertisers in 
this paper.” 

To no daily or weekly paper in 
Florida is accorded a regular issue of 
so much as 5,000 copies. A monthly 
at Jacksonville, sold at 30 cents a year, 
is credited with a greater sale, but no 
widespread impression of its merits has 
been discovered, 

The daily and weekly papers credited 
with the largest issue, outside of Jack- 
sonville, are: 
ge ee 
Leesburgh.Fla. Christian Ad- 

VOCALE. 0.2 0000 weekly, 
Bartow,.... Courier-Informant.weekly. 
— ene weekly, 
Deland.....Fla. Agriculturist. weekly. 

The Leesburgh Christian Advocate 
and the Bartow Courier-/n formant are 
the oniy weeklies in the State, credited 
with a regular issue of more than a 
thousand copies, which furnished the 
Directory with such information as 
would permit of having the accuracy of 
their ratings guaranteed by the usual 
$100 forfeit. The guaranteed average 
issue of the last named was 1,750 
copies. Theissue of the Christian Ad- 
vocate was more than 2,250 copies. 
Each of the five other papers named 
above is supposed to print more than 
2,250 copies regularly, but no guar- 
antee to that effect is given. 
No Florida daily furnished such 
definite information on the point of 
circulation as would permit of a guar- 
anteed rating, and, aside from the 
small list named above, no daily or 
weekly in the State, outside of Jack- 
sonville, is credited with issuing regu- 
larly so much as a thousand copies. 


daily & w’kly, 


By an Experienced Newspaper Man Who 
Lives There and Knows All About It, 


The inexperienced advertiser in Florida is 
likely to find himself confronted at the outset 
by conditions as new to him as he himself is 
tothe State. One of the largest States in the 


Union, Florida, with a population of but 
391,422, is also one of the most thinly settled, 
and nowhere in the South will be found su 
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large a number of newspapersin proportion to 
the apy In the 45 counties into which 
the State is divided are published 127 news- 
papers, of which twelve are dailies, one tri- 
weekly, one semi-weekly, 105 weekly and 
eight monthly, The dailies are distributed 
among the principal cities of the State, and 
the country villages which do not indulge in 
the doubtful luxury of a struggling ** weakly ”’ 
are few andfar between. Many of these little 
sheets—richer in “ pot metal’’ than in news— 
owe their existence to reasons purely political 
or local; and the careful advertiser will base 
his selection upon circulation, character of 
population, and such other considerations as 
necessarily determine the value of an adver- 
tising medium. 

For all practical purposes the State may be 
divided by a line drawn from north to scuth 
into East and West Florida, Thinly popu- 
lated and purely agricultural, the latter por- 
tion of the State supports few papers and 
offers few inducements to the enterprising ad- 
vertiser. In the former, Northern immigra- 
tion and the consequent development of the 
orange industry have contributed tothe estab- 
lishment of conditions somewhat similar to 
those foundin the North. And it is here that 
the intelligent advertiser will find the field 
most likely to yield him a profitable return, 

The people of East Florida are the people 
who read and buy. They are the people for 
whom the hustler sets his hooks, and the 

pers they read and believe in are the papers 
in which he will sow the good seed. What 
are those papers ? 

The principal cities of the section in ques- 
tion are Jacksonville, Palatka, Gainesville, 
Ocala, Sanford, Orlando and Tampa; and in 
each of the last six will be found papers that 
more or less coimpletely cover tlie field; but 
the position of Jacksonville, near the mouth 
of the St, John’s River, as the chief port of 
East Florida, and that through which is 
strained its commerce, its immigration and its 
winter travel, necessarily gives its newspapers 
a character and influence all their own. 

The country dailies are too often weak in 
character and limited in circulation. They 
spring up in the winter season, flourish for a 
while and perish of slow starvation, Of the 
two I prefer the weeklies, some of which are 
long-established and with an isfluence and 
standing peculiarly their own. The only 
papers in the State which are read in every 
section, and which at all approach the metro- 
politan standard, are those of Jacksonville ; 
and there is probably no city in the South ot 
its size that supports journals so ably con- 
ducted and so widely circulated. 2 

The only four papers in Jacksonville with 
which the advertiser need concern himself are 
the 7imes-Union, the Evening Telegram, the 
Citizen and the Metropolis, The last is an 
evening paper, exclusively local and with a 
very limited circulation beyondthecity. ‘Ihe 
Citizen is a new morning paper, but recently 
established, and of whose circulation at pres- 
ent littleisknown, The Evening Telegram 
andthe 7imes-Union are both issued from 
the press of the Florida Publishing Co., and 
in the latter the advertiser will find a medium 
especially adapted to his needs. 

The Times-Union is an eight-page, seven- 
column morning paper. It was established in 
1875 and represents to-day a consolidation of 
all the morning papers—with one exception — 
that have as vet been established in the city. 
Its news service 1s excellent and it has the ex- 
clusive use of the regular press dispatches. 
Its daily circulation is, by one newspaper 
directory, placed at 5,500, and that of the 
weekly edition at 7,000 ; but 8,000 for the daily 
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would probably be considerably nearer the 
mark, It is at all events safe to estimate the 
circulation of both editions as exceeding that 
of the combined daily press of the State out- 
side of Jacksonville ; and as it is read in every 
section and in every town and hamlet in 
Florida, without distinction of politics, creed 
or race, its value as an advertising medium is 
obvious, 

The paper is now running from twenty- 
eight to thirty columns of ads, and during the 
winter season will issue a Sunday edition of 
sixteen pages, especially devoted to the pre- 
sentation of the claims of the principal cities 
of the State upon the atiention of immigrants 
and capitalists, 

With the 7zmes-Union at his back, and a 
judicious selection of country weeklies behind 
that, the man with something to sell will not 
find himself ‘‘sold’’ in his attempt to get the 
ear of the Florida public. Jacksonville itself, 
with its ay samme of some 30,000, is worth 
pulling the drag net through ; and in spite of 
the hard times, an intelligent effort upon the 
lines indicated is likely to meet with a speedy 
and abundant reward. . Russ. 

Acme Hotel, Jacksonville, Fla. 


Opinion of a Massachusetts Man Long Resi- 
dent in Florida, 

Florida has but one daily and weekly paper 
of extensive State circulstion, the Florida 
Times-Union, at Jacksonville. It is an old 
and well established paper and pre-eminently 
the paper of Florida, being located in the 
metropolis of the State and having long held 
a monopoly of the Associated Press dispatches 
in that city, Its circulation will probably 
equal that of any dozen papers in the State, 
outside of Jacksonville. If I wished to reach 
the intelligence and wealth of the State I 
should consider a liberal amount. of space in 
this journal all that was necessary, The 
Savannah News, which reaches a like class 
of people, also has a considerable circulation 
in Florida, 

If I wished to lay an advertisement before 
the people of the whole State, I should adver- 
tise in the leading paper or papers (both daily 
and weekly) of every county scat. In this 
way the citizens of the largest towns and also 
most of the country folk who are intelligent 
enough to read, would be reached. However, 
I doubt if such a universal medium as this 
would prove a profitable one, for, in the main, 
it would appeal to a class too poor to ex- 
tensive purchasers. D.W. A. 


IT DEPENDS. 


Office of ** Minngapouis TipENDE,” 
MINNEAPOLIS, Minn., Feb, 22, 1894. t 
Editor of Printers’ Ink: 

Will you kindly inform us what you con- 
sider a fair rate perinch per thousand bona 
fide circulation for a weekly paper having a 
circulation of 10,000 copies and over? and 
oblige T, GULDBRANDSEN Pus. Co, 

It would depend largely upon the 
character of the paper. The subscrip- 
tion price would have a bearing in the 
case. The amount of advertising car- 
ried, and the quality of it, will also 
exert an influence on the price. The 
character of the readers would have to 
be considered. What is called a 
‘*man’s paper” would be worth less 
than a ‘‘ family paper.” Taking all 
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things into consideration, one tent a 
line for each thousand circulation is 
about the maximum price except for a 
trade paper, and one-fifth of a cent a 
line for each thousand circulation 
is about as low down as anybody 
goes. The fair rate is somewhere 
between. Nothing exerts a more pow- 
erful influence on the value of the ad- 
vertising space of a paper than the 
mental make-up of its publisher. Ad- 
vertising space is usually worth just 
about what he thinks it is worth. Most 
publishers believe that advertising space 
is pretty poor stuff, and their columns 
reflect their views. 


— +> ___. 
A LEGAL SQUARE, 
BERKELEY, Cal., Feb, 12, 1804. 
Editor of Printers’ INK: 
The California statutes define a “legal 
square ’’ as 240 ems, FREDERICK OMEN, 


JONES’ BRAINS. 

Out of 58 advertisements reproduced in a 
recent issue by the journal called Brains, de- 
voted to the art of - ertising, and published 
in New York, Mr. W, B, Jones, of Castleton, 
designed 49.— -Valatie (N. ¥.) Xough Notes. 

oo 
THE OLDEST TRADE JOURNAL. 

The Shipping and Commercial List and 
New York Price Current is 99 years old, and 
is the oldest commerc.al paper in the country. 
—New York Comme ctal Advertiser, Feb- 
ruary IQ. 





NO RISK; SMALL PROFIT. 

There never yet was any business enterprise 
which exactly fulfilled the hopes of its pro- 
jectors. Ina few rare cases those hopes are 
exceeded ; in most they are disappointed, and 
in all the result is more or less different from 
that which was intended. Besides, it may 
justly be said that if before embarking our 
money we required to have its safety and the 
profits of its employment demonstrated 
beyond a peradventure, we should have to 
accept the low rate of compensation for its 
use which is paid upon that kind of assurance. 
—New York Times. 

—— ++ 
WHAT HE READ IN ATHENS. 
“On THE Roap,”’ Feb. 24, 1894. 
Editor of Pristers’ Ink: 

I am a “drummer” and always “‘on the 
road.” Hereisan adI read in the Athens 
(Ga.) Banner—by a dry goods firm of that 
city : 

“ The balance of this week will be devoted 
in cleaning out ali Ladies’ Muslin Under- 

\ear, 

What do you think of it as ‘catchy’ 

Yours respectfully, Gro. Pong 
—> -—___—_—_. 

The advertisement columns of New York 
dailies are, asa rule, botchy and amateurish 
to a printer’s eye, while Boston does not make 
a great deal better showing. Contrasted with 
the composition of the advertising in the Chi- 
cago papers, that of New York fares badly.— 
R. C. Penfield, in the Inland Printer. 
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A POSTAL PREDICTION. 
If precedents in our national politics count 
for anything, Mr. Rowell will get his $24,000. 
—Ward's Sapolio Monthly, February, 1894. 


<comeasigunnepiiiblibpasmaseddnes 
THE BROOKLYN “ EAGLE.” 
Brooklyn, It is hard to realize that it is 
one of the great cities of the world, and the 
fourth in population in the United States. A 
newspaper there called the A«g/e is not only 
one of the best edited and most readable in 
the country, but ranks second in net profit 
the New York Wordd being first and the 
Brooklyn Eaz¢e disputing second place with 
the Philadelphia Ledger, which nets $1,000 a 
day.—New York World, February 21. 


Henry IrvinG likes to tell how, when he 
was in Dorsetshire village last summer, he 
passed a group of children. One of them 
eyed him so sharply that the actor said: 
AW ell, little girl, do you know me?”’ “ Yes, 
sir,’’ was the reply, * you are one of Beech- 
am’s pills.” She had seen his face in an ad- 
vertisement.— Medical Brie/. 


In the Chicago /nter-Ocean of February 25 
the Siegel Cooper Dry Goods Co. offer to ex- 
tract teeth free in their new dental depart- 
ment, 


Wa. G, ALBERTSON, a “registered” phar- 
macist at Amityvilie, L. I. advertises in the 
local paper, the Record: ** Prescriptions care- 

fully cogépounded at all hours, day or night.”” 
——_+o—— 
THREE WISE MEN. 
William Florence in ** Br sansa 
‘*As soon as my vessel reaches port,” 
Said the skipper, with a wail, 
**As soon as my vessel reaches port 
I am going to set my sail.”’ 
‘*As soon as my trade picks up a bit,” 
Said the merchant, looking wise, 
**As soon as my trade ‘picks upa bit 
Iam going to adve? tise.’ 
‘As soon as my field of grain is grown,’ 
Said the farmer, sore ia need, 
**As soon as my field of grain is grown 
I am going to sow the seed.’ 
A A 
Classified Advertisements. 
Advertisements under this head, two lines or 
more, without display, 25 cents a line. Must 
be handed in one week in advance. 
WANTS. 
T= ST. NICHOLAS MAGAZINE wants your 
attention, and ceserves 





[2 DESIRE to purchase a et newspaper. 


“G. E.,” care Printers’ Ink. 
SED Columbian postage stem ps are bought 
by E. T. PARKER, Bethlehem, Pa. 
printed for 
Rose, N. Y. 


it 2c.) want- 
ep ik 


Us 
10, 000 & zs. 6% —— { linen envelos 


, «A values Cotamiina seam stam 

ed. CRITTENDEN & BOR MAN 

LLUSTR’D features for nev 
HARPER ILLUSTRATING SYN., Colmnbas,- 
ATS wanted. d. Samples and terms free. Send 
postage. SWANK MFG. CO., Fremont, O. 

—> ovtate otvertiatens srtisers, send for particulars 

will interest you. HARPER ILLUS- 

TRATING SYNDICATE, ‘olumbus, Ohio. 
66 G MALL’ AL Tale. ABOUT BUSINESS.” By mail 
40 cents; cloth, 75 cents. FRE 
MONT PUBLISHING CO., Fremont, Ohio. 
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66 MALL TALK ABOUT BUSINESS.” A 
oklet tells about it—sent 

FREMON TP BLISHING + CO., Fremont, Oh: _ 
() AMATEUR papers, all diff’nt, for 10c. Free 
a handso’ somely-bound “ Adver- 

tiser.” EWS LETTER, Hasbrouck Hts., N. J. 
E* VERY person troubled with corns, bunions or 
bay to — for free Nose WwW bottle of Per- 
M. COHN 5ist St.,N. Y. 


prsusimns: why not aerenties “Bh fps own 


paper our own colum ub- 
a ads. HARPER SYNDICATE. f Colum us, 
0. 


(ARTOONS for weg on sturday and L Gunter papers 
Good pare fea fea’ 

HARPER ILL! ATING iG SYNDICATE, 

bus, Ohio. 

PUBLISHERS desiring to increase their aire 


are invited to send yee 
etc.) to “ UP-TO-DAT 


roofs. 
lum. 


ive mater (cire 
care Printers’ Ink 


EXPERIENCED young man desires to edit and 
aaa live weekly or sma!l di yj shore 
rofits ‘as part salary. ENNETT, y- 
Frouth 7 ave., Rochester, N. Y. N. ¥. 

NY one who wants a nts a good writing- eqachine 
can save time, money and —" gt 

the best—a Remington, of c wy 

, SEAMANS & BENEDICT, Now ‘York. 


Lt poararny successfully imitated. Plates 
ting thing eleg nod _ =~ pees. 

If you want ——_ 

‘or proofs. 

CATE, Cok Rhee O 


chi 
USTRATING SbyNvL 


daily, success- 


ORMER manager > ae 
F fully t-~ 4 y by = a. ad- 
coun 


Fy sors ital li 4-4 

experi ence nst capital in buy- 
plant. “ ACME,” care Printe: ters’ I nk. 

PUBLISHER, with suitable location and of- 

and experience in both newspaper 

= woke represent an Eastern 

ring Ch syoffice with ae 

PUB SHERS,” Box 79%, 


vi 
or woul 
ing ci 


EWSPAPERS, circulars, rs, samples, etc., dis- 
tributed in ee wt Columbia and _ad- 

tet tes ; signs ni: ed up ; paint wall, bul- 
in, 


~~" a advertisin ng signs ; mailing 


addressing. 

m, D. 
p LESS THAN FIVE CENTS AN INCH we offer 
over half hundred fine half-tone cuts, used 
in our art publication, Ideal Ma: ny 
are copies of famous rlsing Send _— the thing 
for attractive adve a 0 cents for 

roofs of rices. FITH AXTELL, 
AD olyoke, x 





b; 
TATED DE & INDU 


PR , 918 F St., N. W., Washington, D 


Crit, young. 15 WANTED_Drerywher 
Bright, young newspaper men run across 
hs and news items daily’ that are ex- 
INTERS’ INK’S sine t# They must be 
3 All such items 
a sample item, and 
on our mail list, so 
r regularly and 
toward my ai it 
better. Address all communications to PRINT- 
ERS’ INK, New York. 


NEWSPAPE. R INSURANCE. 


NSURE present and future business by using 
8ST. NICHOLAS. 


N CIRCULATION—What made ——— og 
Bits? How did Answers reac 

| netp | B+ ~~ jy ~ AE a million? New york 

a 


Sst ent in 
NSU RANCE! 





ra at Only, gne An answer_FREE 


New York, is ae. us agency 

— for making: 2s contracts wit 
coupons. Write or call. 

to Soeur with business managers. 


newspape rs -~4 
we happy 


PRINTERS’ 


INK. 
BILLPOSTING AND DISTRIBUTING. 
FAs an rs, etc., distributed. Ad- 
dress V. ETT, Dexter, Maine. 
pean matter and circulars of all classes 
relisbly distributed | shag! house to house in 


any of the for terms and 
ticulars. UNI R- 


8. rite 
STATES MUTUAL AD 
TISING ASS’N, 112 Dearborn, St., Chicago, Ili. 


SPECIAL WRITING. 


OUrD zo ou like ads? Try my “ed. Tn a ” 
ey will come sg - at 
T. HAMMOND, Newport, R. I 


PUBLISHERS — a sketches, any- 
— — want, Siege Sao rt of U. 8. or Can- 
ompt service. imens furnished. 

INTER STAT PRESS ood , Indianapolis, Ind. 





ADDRESSES AXD ADDRESSING. 
- NICHOLAS. 


50, 000 ASH order addresses, eon M. 
1,000 lady agents’ names,$3. Will ex- 
change for ad space. C. A. GRABOW, Peru, Ill. 
Cm letters, typewritten, $1.25 per 100. 
Large Cac ped ted executed. Envel- 
opes ad resses eo at low —_ 
Satisfaction AT ny G. P. VAN WYE, 
sonic Temple C Chicago. 
YERSONS who have facilities for bringing ad- 
vertisers and consumers into contac’ rough 
liste of a and addresses may announce them 
n 4 lines, 25 words or less, under this head once 
for one dollar. Cash with order. 


Or 
MISCELLANEOUS. 
S* NICHOLAS. 


E PITOMIST, E-pit-o-mist. A maker of epitome 
(jAmaLaRD AND THE TOURIST, New York. 


vax BIBBER'S 
Printers’ Rollers. 
HE SILVER DOLLAR,” a business view. 
If you want to read the best book on “ 
free coinage ots siver. send 15 cents in ps to 
the — & HARDY CO —_— Denver, 
Col. 94 pages, } )., paper & 
me CENSORSHIP—Ev —Every publisher and 
iser in the country should send for a 
¥ the March issue of The 


66r 


ry ‘anamaker 
en He Was Urging that Bill,” Crit. 
icism on the Original Law of 1873,” “Defeat of 
4 ag in. 1892, with Extracts | from “i 
No e 
Unmistakable Terms,” “A seathin Rebuke to 
the Congressman Who, Through Ignorance or 
Carelessness or Vicious Motives, Has conte In- 
troduced This Mischievous Bill.’ “The Objec 
tions to the Bill.” A prone appeal to all editors 
everywhere, irrespective religion, sex, color, 
nationality or itical affiliation, to ei yt for 
the defeat of this abominable — and not 
content with merely writin; 2 editorial nor 
lay down the pen until the bill is] Killed for good 
and all. Every lover of liberty and supporter of 
constitutional rights will — well ~e send for this 
banner number. Mailed receipt of 
samp. Address STANLEY DAY DAY. New Market, 





“PREMIL TMS. 
’ C eeiemmmatad AND THE TOURIST, New York. 


66 JQOX o’ Brownies” (rubber stamps, retail 
25c.). EAGLE SUPPLY CO., New Hisven,Ct. 
OvE catalogue has the best premiums. HOME 
BOOK COMPANY, 142 Worth St., NewYork. 
EWING machines half price to tices, 
Lists free AM. MACHINE CO., Chicago, Ill tI 


T. NICHOLAS celebrates his twenty-first bi rth. 
day so successfully that the first edition of 
the November number is all sold. 
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EWSPAPER premiums. The latest ideas in 
and complete books. ARIEL BOO. 
co., Market St., Philadel; , Philadelphia. 


Pages -teving machines are the best. 
increase your circulation. — 
MFG. CO., 342 Wabash Ave., Chicago, | 


Nat premiums, ye 
Exclusive 


— HE CU URRENT Pet co., “reso 
oun Square, Philadelphia, Pa. 


new, 


ISCARD the old, take on the new. The best 50c. 


newspaper coupon or subscription premium 
yet shown. Seven-cighths life size bust crayon 
portraits (genuine) on stretchers, with deep ves A 
enamel mat, lin. wide. Our low 

a impress you. Note: Caen 
tifa of whit attached. {8 is the only pre- 
~ um of — you do not have to lay in astock 
raits guaranteed. Send photo for sam- 

= soy set prices and copies of Chicago dail 


and other papers now _ the plan success: 
ly. KELLOGG & MA a a St., Chicago. 


FOR SALE. 
ADVERTISING space in ST. NICHOLAS. 





G°>e 0 2 poturns s result from advertising in THE © 


81 ony 4 a 50,000 
e WOMAN’S WORK, ‘ORK, Athens, 


50,000 seen sae cue Py 


“eo proven. 





A® afternoon newspaper, in large Southern 
city, 


, for sale. P. O. Box334, Charleston, 8. C. 


NGRAVED cards, latest st latest styles, best work. 50 
by mail, $1. B. OGDEN, 58 William St., N. Y. 


SEND cabinet photograph a d 35c. and receive 
Rn — photos. G. F ‘AIRFIELD, Wind 


Gap, Pa. 

6x9 colored or white circulars, $15, 
50, 000 or 100,000 for $28. Catchy display 
and ow type. LAN. DON PTG. CO., Columbus, 


ee Lenny >, an old-established, ying, 

ly paper, in best part of pou home 

Fins bes F news plant. Address 
rai 


H ANDSOME illustrations and initials for anne 
=a ba ge and — printin, 

Bend? / Sam) eke” uts free. ERL 
AN ILLUSTRAGT G CO., Newark, N.J. 


YEW newspapers. A list of the names of the 
i new newspapers each week, fur- 
nished on application. For terms dress 
RIDGE MFG, CO., Box 375, Ridgewood, N. J. 


Foe SALE—A Democratic country newspaper 
in good locality in New York State. Good 
and new gg ,and mostly all new body 
a foe type. reasons for selling. Address 
care of Printers’ Ink. 


TOR SALE — $4,500 will buy names, trade- 
marks, stock on hand, etc., of 5 rroprietary 
articles, whieh have been sold for 50 years. Ma 
+ wd rcent on this amount now Address 
PE IT MFG. CO., Canajoharie, N. Y. 


Fro SALE—The namesand post-office address 

of every taxpayer in Pike, St. Charles and 
Randolph a. ngs Se 000 names 
neatly prin h k book of 
all three counties 86 Address GEO. B. WALKER, 
Moberly, Missouri 


I F zoe uu are an advertiser, stop. One chapter & 
‘owler’s Building Business is worth $3.75. 
have 48 chapters, bound, qguatiog 48x$3. 7, oF 

$180.00. For Pthe oo of ebruary I will 
Profit to you, $178.0 ot, 
CLARK, 1609 Curtis St., 


Over 


same for pee 00, 0, Pons 

Answer at 01 E. 

Denver, Dolo. 
—-— +o 


ILLUSTRATORS AND ILLUSTRATIONS. 
Ss! NICHOLAS. 

‘ 

\ 7OOD ENGRAVING. Best hes only. H. 


SENIOR & CO., 10 Spruce St 


p= sketches and illustrated ota grown. 
LUTZ, 165 West Ave., Buffalo, N. Y. 
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ADVERTISEMENT CONSTRUCTORS. 
St. NICHOLAS. 
= 


(Gana AND THE TOURIST, New York. 


C= AUSTIN BATES, New York, 620 Van- 
derbilt Blag. Ads, circulars, catalogues. 
M* eady-made ads for retail clothiers are 
pA fm invigorators. 12 for 2. printed 
Money returned they don’t suit. Special ads 
up. W.C. BAKER, West Union, lowa. 


Tin you want your advertisements read, ’twill 
pay to <— them made by one who under- 
tands the business. $1.00 will a sample. 
FRANK GOULD. Drawer 548, Baltimore, Md. 


’ ['HEadvertisement of Cleveland’s Baking Pow- 
der in Feb was d by Mrs. 
G. Beach, Rochester, N.Y., who received $200 
for the idea. ‘Advertisers may address as above. 


6é yee of Ideas for Advertisers.” 50 illus- 

tions. 70 styles of ready-made ads. 

zate of type. Eaptrete of — le sugges 
post, 


tions. Second editio Price 
D. T. ‘MALLETT, publisher, 78 Reade 8 St., N. 
Qi and a ——— of manufacturing chemists 


pharmacists have found m 

ulars ee, wa as iad toa to quote 

prices and send = ae to those 

ested. CHARLES AUSTIN BATES, Vanderbilt 

Bidg., N. Y. 

NV Y retail ads cost $1. Last week I offered an 
extra ad free to new clients who sent me $1. 

Thirty-one answers came. One Connecticut man 

said the ads were no good and wanted his —~ 

back. I returned it to him. Low pp woe To 

one wasn’t. L ne offer is 

May bel r- wan please 7¢e- ERT x. ‘MOSES, Lo Lock 

Box 283, B: yn, } 








WANT to hear from retail dealers who will 

use from 3 to6 ads each week and who are 
willing to pay a fair re, =o the best work. 
Send a check for goand ite five ads as 
samples. If zeus on’t like’ t io Tl return the 
——- If rb do like them we can a 


ke 
CH 2 BATES ATES, Vanderbilt Bldg, 


isfactory 
CHARLES. "AUSTIN 
that sell good 


N.Y. “Ads 


W* HEN I understand you your wares clearly I 
bmg Ican mix the oatehy qualities a: a 
r to produce an effective ad—miss the 
bullseye once in a while, but ens 49 shots out 
50 I ring the bell of approval—not bad for 
A. work, is it! Let my circulars, sam- 
ples, ** conversion card,” etc., oonmnnes — a Eb 
ment. Yours for the geking. 4 SD 
SCARBORO, Box 63, Station Brock yn, yn, NY 
I HAVE the knack of saying things in a force- 
ful, convincing manner. Sometimes | only 
ag 2 own matter a little, but it puts an 


change 
It’s the last ounce of 


edge on 

the en a 
. A diamond in the rough may be very valu- 

able, but few poms bm ae Cx it or even 

recognize it as a ond make “ sparklers ” 

out of the roughest = adverts a diamonds. In 

retail lines, 5 samples $5 —_— A retail ines, 

mon 


one ad $5, oe en | of 6 ads PAS 
if they’re n re LES. ‘AUSTIN ATES, 
Vanderbilt Bike N “ Ads that sell goods.” 


nk 
ADVERTISING MEDIA. 
Gama AND THE TOURIST, New York. 


roast. Epito-mist. A maker of a brief 
and compact treatise. 
‘(HE DAY, New London, —_ has no equal in 
its own field. 
J Nap hnent ig 3 GUIDE. Mailed on ng t of 
STANLEY DAY, New Marke’ J. 
ARDWARE DEALER’S am SA a 
line. Send for copy. 78 Reade St. ,N. 
Is COVER the State of Indiana. 13 leading dai- 
dies. FRANK 8. GRAY, 12 Tribune Bldg., N.Y. 
NY person advertising 1 in PRINTERS’ INK 
#1 to the amount of $10 is entitled to receive 
the paper for one year. 
DVERTISERS— only 10 cents per line ; circu- 
lation 20,000. Best medium on earth. CRIPE’S 
MMERCIAL REPORTER, Marion, Ind. 
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features; special news service. UNION 
PRINTING COMPANY, is Vandewater St., N. Y. 


‘HE OPTICIAN AND JEWELER guarantees 
circulation 25,000 copies each month among 
people who buy. $6 Mai Mai¢ >n on Lane, New York. 
TT? METROPOLITAN “AND RURAL HOME, 
N.Y., an cultural and family journal, is- 
sues over 500, monthly. It pays advertisers. 
‘TRE HEARTHSTONE, 28 Broadway, N. Y. 
Largest paid-in-advance circulation of any 
similar mont in the United States. Send for 
rates and sample copy. 
‘HE ww nob Press A) 3s Association, Incorporated, 
publishers of Mor oo Magazines,com: 
bined circulation, 35, les and rates on 
application. 1038. 18th St , Phil’a,, Pa. 


—— — HEARTHS is a winner for ad- 

; 50,000 bo mag TR od put LA big the 

be 40c_ line; yearly WAT- 
T BERG'S AGENCY, 21 Park Row. NY? 


T° extend your Canadian anadian business — the Do- 

minion ge od List (60 papers). Rates 
very moderate. Features liberal. address CAN- 
ADA READY-PRINT CO., Hamilton, Ont. 


A® DVERTISING in newspapers ot “known cir- 

culation ” means “ BUSINESS.” For partic- 
ulars address A. FRANK RICHARDSON, Tribune 

Bidg., N. Y. Chamber of Commerce, Chicago. 


Praithe omen PAPERS—I am special agent for 
official and leading papers of the va- 
ous fra orders. One inch, one time, in 
i of the best papers, will cost $2. Rates fur- 
on 8) 1 of Masonic, Royal A 
um, A. O. U. W., Knights of Pythias and ‘alloth- 
ers of this class. Send for list and rate card. GEO. 
8S. KRANTZ, Special Agent, 102 W. 1 uth St., N. Y. 
iY — gieeinction of the advertising columns of 
AMERICAN FARMER AND FARM NEws will 
pol. E. to you that advertisers who are 
wide awake and always on the lookout for soe 
ble mediums are its steady patrons. They u 
this model farm journal peonees it pays todo 74 
It will pay you to follow their aoe and place 
your business before one of the finest and rich- 
est constituencies of any agricultural journal 
e world. For Ba 
sonics and advertising rates address — 
K, Eastern Manager, 193° 193 World Bldg., N.Y. 
Dcan nope are Pad “few concerns that cin or 
to have over 5,000 customers. This 
tobe Shout the limit of an ordinary trade. 
itt this ,° true, then it would seem a reasonable 
proposition for every thrifty business to have a 
of jon between that busi- 
ness and their customers—in which to say ail 
(and more) that their traveling salesmen are in- 
structed to say and in which to illustrate changes 
of styles = rices and hag escerragpaoneriand of their 


8, etc., In other bs ho paper such as 
can be furnished by W. P.WH R, 132 ‘Nassau 
8t.,N. Y. You can’t ‘Ge couaien sense, and 
this is common sense. it. 








ADVERTISING NOVELTIES. 
Gaus AND THE TOURIST, New York. 


Apa rates invariable in ST. NICH- 


N 


poe tes #0 machine’ will boom your circulation. 
Write _ rticulars and prices. FAVORITE 
MFG co., abash Ave., Chicago, Ill 


bY en for electrotypes are sage ae 
iiet and vermin-proof. V: sizes. 

8. 
8 Spruce St., 


Advertisers need them. HEBER WELLS, 
1,000 erences 
$100 


AZZAROTH—Beautiful calendar in colors. 
Send stamp. BIGGS, Box 645, Louisville, Ky. 
HAVE an advertising novelty which will out 
pa = other schemes. H. D. PHELPS, An- 





New York. 
$20) are more ef- 
fective Pa be 
‘ac simil ones 
le by ALi ALBERT B. KING, William St. N N. Y. 
OR the purpose of ‘of inviting announcements 


of Advertising Novelties, likely to benefit 
reader as well as advertiser, 4 lines, 25 words or 
less, will be 
one dollar 


inserted under this head once for 





PRINTERS’ INK. 
FREY PRINTS—ALI sizes ; low prices ; 


ELECTROTYPES. 


DVERTISING ELECTROTYPES. Patent 
é light - vean metal backs. Best work. 
Prompt service. Wood or metal. WM. T. BAR- 
NUM & CO., Bicctroty pare, New Haven, Conn. 


\ ] RITE me, stating size and quantity of elec- 
trotypes gee iva uire, whether wood 

or metal backed, juotation which 
will ve oF “money. E. T. (SER, 15 Beek- 
man 8! 

somone -E is preferred by aneestome be- 

/ cause it is 10 per cent chea eaper. t other 
wood or metal base cuts; it is so light formatting 
purposes you save the cost of cut. Prints c 
wood as well as a special cut die. Celluty pes 
3 dcellutype machinery manufactured b: 


MAN CO., Baltimore, Md., U. s A. 
STREET CAR ADVERTISING. 


W 7RITE TO FERREE _— National Bank 
Bidg., Hoboken, N. J 


A. J. JOHNS IN, 
26 





receive 
KE 





Get his figures. 


B 'G inducements for advertising on the ele- 
» vated railways New York, Brooklyn and 
street cars everywhere. Rates and original 
sketches free. ‘COHN BROS., Temple Court, N. Y. 
—-s 


TO LET. 
ADVERTISING space in ST. NICHOLAS, 
TS LET—Front office in building No. 10 Spruce 


Street. Large and well tng = steam heat ; 
electric light; size about 25x40. Can be subdi- 


vised into several offices. "Rent, $50 a month. 
For further Seren lars address GEO. P. 
ROWELL & CO. 
BOOKS. 
I ANGER SIGNALS, a manual of practical 
hints for general advertisers. ice, by 


mail, 50 cents. Address PRINTERS’ INK, 10 
Spruce St., New York. 

9 eee on — ~* —* ition isa 

%-page pamphlet showing ‘nine y different 

ways in ich the same newspaper aavertise- 

ment can be displayed. Advertising managers, 





"deren on “gnigem and others should have 
copy. EE mail for % cents. Address THE 
IN ND’ PRIS TER CO., publishers, 216 Monroe 
St., Chicago. 


SUPPLIES. 


yan BIBBER’S 
Printers’ Rollers. 


ye op gives circulation to its 


INC rn etching, | BRU oe & COOK, 19 
Water St., New Yor 
——— su am business when noth- 
ing else will. Try ST. N ST. NICHOLAS. 
“pats epate is printed w with ink manufact- 
ured by the W. D. WILSON PRINTING INK 
~ L’t’d, 10 Spruce St., New York. Special prices 
uyers. 
APER DEALEIS- M. Plummer & 45 
yee t., N.Y., sell every kind of paper 
sed by nters and publishers at lowest prices. 
Full line auality of Printers’ In 


HECK THE INSERTIONS OF YOUR ADS— 
J wor Spe 100, the'simplest and I will fur- 
nish cards which are the simplest and most com- 
plete method of keeping track of the insertions 
of your advertisements ever invented. 
P. Rowell Adv. Co. have used them for the 
ddress WM. JOHNSTO 

, New York. 





e > 10 
Spruce St. 
eo 
ADVERTISING AGENCIES. 
A™ indorse ST. NICHOLAS. 
+50 8s. ERANTE. s 
. ¥. dailies. 


sien advertising 
Agency. 19 East 14th St., 


ial se agent for 


W. i4th St. 
and Purchasing 


New York. 
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thn eg count: rs. 
See GEO, W. phate, 32] 52 Broadway, ry GEORGIA. 
* OLICITOR, , acquaintance among advrs. 4 he ENTERPRISE, pithville, Ga., all home 
OO INTER-STATE AD ee copa City. print; 1,000 subscribers. 
100 I EADING dailies, circ. 6 ate. G EORGIA—In its issue of March 14th PRINT- 
FLETCHER ADV. “ADV, AGENCY, Chews nd,0. x ERS’ “4 will publish enartiole on the sub- 


F pos have in mind placing lacing a line of advertis- 
fo a gol L. CRANS, Room 4, 
No. 10 Spruce St., N. Y. City 
F you intend to uicamiel in any manner in Oe 
. C., consult us. HERMAN J. MARTIN 
1902 7th St., Washington, D. C. 
¥ you wish to advertise anything anywhere 
al cl time, write to the GEO. P» ROWELL 
ADVERTISING CO., 10 » 10 Spruce St., New York, 
ICKS’ New: r or Advertising Agency, 
H WILLIAM oi tee $8, proprietor, 
assau St., New York. 


avs Washing ei ete Ly ne oe for 4 
HERMAN J. IEA RTIN GO is 19027 net, Wash., D.C. 
Gane ze Ee advertisements for the Brockton 


ass.) ENTERPRISE direct to responsible 
aygencies in Chicago, New York, Philadelphia or 





‘BARLES H. FULLER’S NEWSPAPER ADV. 

/ AGENCY, 112-114 Dearborn St., = ‘0, LIL, 
Temple Court, New York Establis . Es- 
timates cheerfully furnished. 


\ONGRESS is in session. We are correspond- 
oo and reporters for newspapers all over 
the Write us. H ARTIN CO., 


8. EI — J. 

1902 Sen St., Washington, D. C. 

W ASTED_ Orders for advertising space in 
MUSIC AND Drama and leading pare. 


ject: papers 8 rtiser use to 
reach the people of Georgia!” ‘ Contributions 
are invited from persons who deem themselves 
competent to aes such an article. If use is 
made of any article neat in. in response to this 
invitation, due credit will be given, and our cor- 
respondent will be entitled to a year's subscrip- 
tion dt ipeameealh Ink in payment for service 


rendered. 
IDAHO. 


DAHO—In its issue of March 2ist PRINTERS’ 
INK will publish an article on the subject: 

= Pg papers shall an vertiser use to reach 
ple of Idaho!” Contributions are in- 

from persons who deem themselves compe- 

pa to prepare such an article. If use is made 
of any article sent i. in response to this invita- 
tion, due credit will be given, and our corre- 
it will be entitled to a year’s subscription 

to PRINTERS’ INK in payment for service ren- 


ILLINOIS. 


\HICAGO—In its issue of March 28th PRInt- 
/ ks’ INK will publish an article on the sub- 
ject : “* What papers shall an advertiser use to 
reach the people of Chicago?” Contributions 
are invited from persons who deem themselves 
competent to prepare such an article. If use 

made of any article sont, in, in response to this 
invitation, . due credit will be given, and our cor- 
t will be entitled to a year’s subscrip- 




















Inducements a for first — of- 
fered immediat Send copy and state time. 
INTER-STATE “I V. AGENC Y ‘fanses City, Mo. 


NEWSPAPERS 
ano PERIODICALS. 


Advertisements under ¢ this hec head, two lines or more 
play ay. 25 omits a a. With dis 
yor ‘aced type price is 
50 cents a 9 Must be handed 
in one week in advance. 





tion to PRINTERS’ INK in payment for service ren- 





Tote wilt po its issue of April 4th PRINTERS’ 
mi will publish an article -_ the subject 

tt papers shall an advertiser use to reach 
the, ped ny rot Illinois? ” Contributions are in- 
vited from persons who deem themselves compe- 
tent to prepare such an article. If use is made 
of any article sent in, in response to this invita- 
i ll be given, and our corre- 
spondent will be entitled toa year’s subscription 
= PRINTERS’ INK in payment for service ren- 


INDIAN TERRITORY. 











CALIFORNIA. 


OS ANGELES TIMES leads in Southern Cali- 
4 fornia. Sworn circulation 13,000 daily. 


CONNECTICUT. 








| gg TERRITORY—In its issue of April Lith 

INTERS’ ae will publish an article on the 
rs shall an advertiser use to 
Indian Territory!” Contri- 
butions are invited from persons who deem them- 
selves competent to prepare such an article. If 
use is made of any article sent in, in response to 


pa “ What 
reach the people o' 





I ADIES’ HOME JEWEL, New Haven, Ct 
4 A High-Class Magazine. Will pay advertisers. 


= invitation, o~ credit will be given, and our 
ill be entitled to a year’s sub- 
scription Body PRINTERS? INK in payment for serv- 





The Household Pilot aven. 


and Modern Queen, N ew H 
Circulation extends into every State and Territ’y. 


veo TIMES: Hartford, co 


THE HARTFORD TIMES. 
W. O. BURR, Publisher. 
Rvurvs H. JACKSON, Bus. Manager. 


Daily issue exceeding 12,000 copies. 
eoxty issue exceeding 7,000 copies. 


The advertiser who will use but one paper in 
Connecticut will select the Hartford Times. An 
appropriation of $500 : devoted to a judicious con- 
tract covering a year’s advertising in_ this paper 
will bring better results than twice the amount 
divided among a ne or two of = jo of all 
the others —PRINTE RS’ INK, } Feb. 14, 1 


New York Office, 73 Tribune louie 
PERRY RY LUKENS, JR., Manager. — 


DISTRICT OF COLUMBIA. 


ALERT advertisers advertise in KATE FIELD’S 
WASHINGTON, Washington, D. 








ice rende: 
INDIANA. 


E PITOMIST. 
4 





NDIANA — In its issue of April 18th Print 
ERs’ INK will publish an article on the sub- 
- ject “What papers shall an advertiser use 
reach the people of Indiana?” Contri- 
butions are invited from persons who deem 
themselves competent pre such an 
article. If use is made of any article sent in, 
in response to this invitation, due credit will 
be given, and our correspondent will be enti- 
tled toa year’s subscription to PRINTERS’ INK in 
payment for service rendered. 
jowa- In_its issue of ia 25th PRINTERS’ 
InK will publish an article on the sub- 
ject: “What papers shall an advertiser use 
e reach the —— of Iowat”  Contribu- 
tions are invited from persons who deem them- 
selves competent to prepare such an article. If 
use is made of any article — in, in response to 
this invitation, due credit will be given, and our 
correspondent will be . to a year’s sub- 
scription to PRINTERS’ INK in payment for serv- 
ice rendered, 
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KENTUCKY. 





‘TO sell horse supplies use KENTUCKY STOCK 
1 Fine, Loxingeee. be m: 





PRINTERS’ INK. 


COPIES were required for the 
— en of the. ‘april 

Wor for 93. Is 
much larger this eee = 


365,000 


ouse! 
ribers. For 








MAINE. 


ANGOR COMMERCIA 
J. P. on &Co., , Publishers, eam Me. 
Daily average re, nearly 5,000 copies. 
Wee! average, over + 4 14,000 cdpies. 


Eegtiie the pabl publishers, 


, 27 Park Place, New Yor! 


2 LUPTON’S popular periodicals, Tue PEo- 

* PLE’s HOME JOURNAL and THE ILLUSTRATED 

HoME GUEST. Sworn circulation, 500,000 copies 

each issue. Advertising rates, $2.00" per agate 

line, less time and space discounts. For sample 

copies and further rticulars address F. M. 
LUPTON, publisher, 106 & 108 Reade St., N. Y. 


8. H. MOORE 





an daily and d weekly editions of the COMMER- 
e CO ndi 


rresponding 
of b both. the other papers in Bangor combined, 
and only one other paper in Maine has as as large 
a circulation as the COMMERCIAL. 


New York Office, 73 Tribune Building. 
PERRY LUKENS, JR. ., Representative. 


MASSACHUSETTS. 





A COMPARISON cae 


During 1893 the New York EVENING 
POST contained 23 per cent more cash 
advertising than any other evening 
paper in New York, a visible concession 
to its superior value as an advertising 
medium. 





NEW BEDFORD (Mass.) JoURNAL. Daily aver- 
over 4,000. Remember us when placing 
ads in Southeastern Massachusett 
66 \] O advertiser can afford to omit the ENTER- 
PRISE that wants to reach Southeastern 
Massachusetts. HORACE DODD, adv, agent, 
Boston.”—Printers’ Ink, Feb. 14. 


MICHIGAN. 


Will insert your ad free if we 

F REE «: don’t f wy -. 30,000 every month, 

_ a Month, Detroit, Mich. 
MINNESOTA. 

M \ J INNEAPOLIS TIDENDE has the largest est cir- 

_ culation of any Norwegian- -Dan paper 




















St PAUL — daily, 22,000 ; Sante 

week! ,000, Eastern office 17 act 
ple Court Now’ York. C. E. RLLIS, y manager. 

Mi li 

The Housekeeper, itinn.'" 

iss,o0o” Pays Advertisers. 


MISSOURI. 


HH, DES GLAUBENS, St. Louis, Mo. Est. 
850. Circulation 33,000. Brings results. 


T= HOME CIRCLE, St. Louis, Mo., is the best 
advertising medium in the West. 75,000 
50c. per agate line. Estab- 














copies cs each month. 
in 1880. 





“Keep your eye on 


GODEYS” 


because the needing aS are getting, 


a . ‘be price of 1,”” 
which means—“ Practically your ae of any 
American Periodical Free 


NORTH CAROLINA. 


Oerwa Home,40p. mo. Imm: 
Cir’n large, advg rates low. 


OHIO. 


USKINGUM FARMER for Southeastern Ohio. 
$5an inch this year. Zanesville, (s+hio 


PENNSYLVANIA. 


GCRANTON (Pa.) = ie — _ largest 
circulation of an. 
Pittaburgh PR ESS has See nas circuia: 
tion rating of any daily in that city,viz: 40, 964. 
) ARE’s FLORAL MAGAZINE, Libonia, Pa. 
Monthly 100,000 proved circulation. Adver- 
dieing omtee, No. 517 Temple Court, New York. 
C. E. ELLIS, manager. 


oy 








tion jour. 
amlet,N.C 








N 




















RHODE ISLAND. 


‘HE NEWS, Providence, R I., 


‘I 





every evening, 














9 MERIOAL BEIET, monn, St. Louis 2 ONE CENT. 10,000 circulation. — 
N i mma larger circula- 
American News on cdieal japrani ia tue world. WASHINGTON. 
NEW JERSEY. GEATILE TELEGRAPH. z 
SEATTLE. TELEGRAPH, the leadi 
THE EVENING JOURNAL, S ‘democratic daily north of San Francisee. 


JERSEY CITY’S 
FAVORITE FAMILY PAPER. 
Circulation, - - - - 15,500. 
Advertisers find IT PAYS! 


NEW YORK. 








WISCONSIN. 


io reaching the German Catholics in Wiscon- 
sin, take the EXcELsIor, Milwaukee. 
\ TISCONSIN AGRICULTURIST, Racine, Wis. 
Wi Largest circulation of any English paper 
in 











S* NICHOLAS. 


T= Le Roy (N. Y.) GAZETTE is a first-class 
weekly newspaper. 
t lig 4 trial le er toe in Watertown (N. Y.) 
business it will pa 


OR good 
F CHnisTian AD ApvocaTE, New Yor! 
J EWBURGH. N. Y. Pop. 25,000. The 
newspaper, daily and semi- -weekly JOURNATE 
G AMELAND AND THE TOURIST—two — 
¥ zines and two circulations in one, for the 
price of one. 1267 Broad 


way, New York 
LBANY, N_ Y., TIMES-UNION, — even- 
d and WEEKLY TIMES reach everybody. 
dena’ circulation. Favorite Home paper, 











to use THE 
ny 

















AUK isc INS Ns Is ac- 
conted a tigher SEMIS rating than ‘is given 
to any other evening daily in Wisconsin. 








CANADA. 
HE MANITOBAN (Monthly M: ie), Winni- 
peg, Man. Circ.,3,116 ; largest, 9,00 000. 200. . & line. 





SOUTH AND CENTRAL 
AMERICA. 


parses STAR AND HERALD — D. and w.; pub. 
at Panama ; est. 1849. Eng and Span. edit ome 
cover Mexico, Cent. and So. America. Ci co 

ANDREAS & CO., gen. agents, 52 Broad S' eT z. 






















PRINTERS’ INK. 


A BOSTON ADVERTISER 





MAKES A NEW DISCOVERY! 








Sdn Conn General STCellin éb Food 


For Infante and dnvalids 


—s = Doliber-Goodale Company 
Boson, Mbaee. 
Ped. 21, 1604. 








Messrs. Geo. P. Bowell & Co. 
Rew York, ¥.Y. 
Dear Sire; - 

Mr. Le Fetra of The Goyal Baking Powier Company has endorsed 
your Book so strongly by showing us, when with bim « few days ago for @ 
‘visit to hits Advertising Department, thet be used it binself constantly 
for reference on several points that we want to have one for our own uae. 

Please sead by express one copy of your inerican Newspaper 
Directory, (if that is the title of your Book), ediressed as per eaclosed 
envelope in which please mail bill at your lowest price, and oblige, 


Youre Very Truly, 
Po ee Dol iber-Good 

















272 


PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS. 


(tar Issued every Wednesday. Subscription 
Price: Two Dollarsa year. Five Cents a copy; 
Three Dollarsa hundred. No back numbers. 

Be rinted from plates, it is always 
possible top igeue a new editton Tv 7 hundred 
copies for or a larger number at three dol- 
jars a hundred. 

ta Except by special assignment, PRINTERS’ 
INK does not invite contributions from persons 
who expect the return of un' manuscript or 
to be paid for their contributions. 


GEO. P. ROWELL & CO., 
Eprrors AND PusLisHERs. 


Orrices: No. 10 Spruce Street. 


NEW YORK, MARCH. 7, 1894. 
PRINTERS’ INK’S CIRCULATION. 
Average for last 13 weeks, - 13,362 copies 


Last issue, - - - 16,300 copies 








THE local weekly holds a monopoly. 
People want the local news and will 


pay for it. 

To CORRESPONDENTS.—W henever 
an item concerning a successful adver- 
tisement comes your way send clipping 
of it to PRINTERS’ INK. 


SINcE PRINTERS’ INK announced 


the discovery of two papers that donot n 


allow the agent’s commission to adver- 
tisers who do their own business, at 
least a dozen other papers have written 
claiming the same distinction. Are we 
on the eve of a revolution ? 


Mr. J. W. Murpny, publisher of 
the Burlington (Ia.) Saturday Evening 
Post, had an experience in the coupon 
business which extended over five 
weeks, and in that time used up $700 
worth of advertising space at his regu- 
lar rates and sold $21 worth of the 
bocks, which cost him $8 at the express 
office. Judicious advertising always 
pays. 

A CORRESPONDENT inquires of 
PRINTERS’ INK: ‘* Which plan would 
you consider the best to adopt in ad- 
vertising: that of using catchy head- 
lines or that of using the name of the 
store (such as the O. K. House) and 
then starting the ad with some inter- 
esting paragraph of news, etc.?” Be- 
fore undertaking to answer, PRINTERS’ 
INK would be glad to learn from its 
correspondent whether, in the matter 
of a breakfast, he prefers sausages or 
buckwheat cakes or potatoes. Some 
people have a prejudice in favor of 
variety. 


PRINTERS’ INK. 


INSTRUMENTS of torture—bad adver- 
tisements. 


THE HAYES BILL. 
WHAT MR, HAYES SAYS. 


Representative Hayes, of Iowa, has 
introduced in the House the following 
bill to amend Section 3893, of the Re- 
vised Statutes of the United States, 
‘‘and for other purposes”: 

Be it enacted by the Senate and House of 
Representatives of the United States of 
America, in Congress assembled, that section 
thirty-eight hundred and ninety-three of the 
Revised Statutes of the United States be, and 
the same is hereby, amended so as to read: 

SEc. 3893. Every obscene, lewd, filthy, in- 
decent, at ivious book, pamphlet, picture, 
paper, letter, writing, print, or other publica- 
tion of an indecent or filthy character, or de- 
voted tothe publication or principally made 
up of criminal news, police reports, or ac- 
counts of criminal deeds, or pictures and 
stories of immoral deeds, lust, or crime, and 
every article or thing designed or intended for 
the prevention of conception or procuring of 
abortion, and every article or thing intended 
or adapted for any indecent or immoral use, 
and every written or printed card, letter, cir- 
cular, book, pamphlet, advertisement, or notice 
of any kind, giving information, directly or 
indirectly, where or how, or by whom, or by 
what means any of the hereinbefore-mentioned 
matters, articles, or things may be obtaii or 
made, or advertisements contained in any 
ewspaper, phlet, or circular giving in- 
formation where or by whom abortions may 
be performed, or where pills, medicines, nos- 
trums, or advice for the prevention of concep- 
tion or for abortion may obtained, or ad- 
verti ts of medicines, drugs, nostrums, or 
apparatus for the cure of private or venereal 
diseases, whether sealed as first-class matter 
or not, are pre J declared to be non-mailable 
matter, and shall not be conveyed in the mails 
nor delivered from any post-office nor by any 
letter-carrier ; and any person who shall bm 
ingly take the same, or cause the same to be 
taken, from the mails for the purpose of cir- 
culating or disposing of, or aiding in the cir- 
culation or disposition of the same, shall, for 








-each and every offense, be fined, upon con- 


viction thereof, not more than five thousand 
dollars or imprisoned at hard labor not more 
than five years, or both, at the discretion of 
the court; and all offenses committed under 
the section of which this is amendatory prior 
to the approval of this act may be prosecuted 
and punished under the same, in the same 
manner, and with the same effect as if this 
act had not been passed; and the postmaster- 
general shall have full authority to declare 
what matter is non-mailable under this act, so 
far asthe transportation in the mails is con- 
cerned; provided, that nothing in this act 
shall authorize any person to open any letter 
or sealed matter of the first class not addressed 
to himself ; and provided further, that upon 
the continued mailing of newspapers or period- 
icals containing advertisements or other arti- 
cles or items forbidden by this act to be trans- 
mitted in the mails, the postmaster-general 
is hereby authorized to declare said publica- 
tion, including future issues thereof, non- 
mailable. 


The correspondent of PRINTERS’ 
INK saw Mr. Hayes and called his at- 





PRINTERS’ INK. 


tention to a number of newspaper arti- 
cles criticising the measure, to which 
the congressman replied: ‘‘It is a 
very eS tempest in a very small tea- 
pot.” id he, continuing: ‘‘ A very 
worthy gentleman brought this bill to 
me, saying it had been introduced 
in the Senate by Senator Dolph, and 
asked me. as a member of the 
Post-Office Committee and chairman 
of the sub-committee to whom it 
would be referred, to introduce it in 
the House and give a hearing upon it 
before the sub-committee. 

““T told him that from a cursory 
glance at it I did not know just how it 
changed present law, whether there 
was any necessity for it or whether it 
was too broad in the power given to 
the Post-Office Department, but that I 
would introduce it and try to arrange 
for him or its friends to be heard, and 
that then it could be acted upon as 
might appear proper. I thus intro- 
duced it and never heard of it again 
until now, when some portions of the 
press seem to have become exercised 
over it and think their liberties endan- 
gered. This is really quite amusing in 
its several phases. 

“Upon examination I find no sub- 
stantial change from present law. The 
body of the bill is practically identical 
and that portion giving power to the 
Department is only a little more elab- 
oration of a power fully authorized by 
present law. 

‘“*This puts one in a reminiscent 
mood. A few years ago a bill was in- 
troduced in Congress denying the use 
of the mails to publications and papers 
containing lottery advertisements, or 
even news, and giving to the Post-Office 
Department autocratic and arbitrary 
powers in connection with it, and com- 
pared to which the provisions of this 
bill are harmless, and which power has 
been used even as against accounts of 
church-fair drawings ; and this bill was 
referred to the Post-Office Committee, 
of which I was then also a member. 

‘* With my old-fashioned democratic 
ideas I thought it dangerous to the 
rights of the people, subversive to the 
liberties of the press, liable to abuse, 
and giving powers toa government of- 
ficial out of keeping with our institu- 
tions, and I filed a minority report set- 
ting forth these ideas with all the 
vehemence and eloquence at my com- 
mand and innocently expected respon- 
sive sympathy, if not even mighty in- 
dignation, upon the part of the press, 
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whose rights, privileges, and liberties 
were threatened and whose champion I 
desired to be; but alas! I was doomed 
to disappointment ; had the opposition 
of at least some of the papers now ex- 
ercised, notably the New York World. 
I made the fight alone, got knocked 
out, the bill became and is a Jaw, and 
the Supreme Court has declared it con- 
stitutional, and said that Congress can 
determine what may and what may not 
be carried in the mails, and that it can 
give power to the Post-Office Depart- 
ment to enforce its decrees. 

**It is, of course, outside the pale of 
reason to suppose that the great and 
good press of the country are now 
moved toa realization of the dangers 
threatening their liberties and privi- 
leges through any known potent power 
of cash for ads as how to restore ‘ lost 
manhood,’ cure ‘ venereal diseases’ 
without exposure, or produce ‘ abor- 
tions’ with neatness and dispatch, but 
we must look for it rather in those hid- 
den and inexplicable qualities of the 
human mind that desires to but does 
not recognize consistency asa jewel, 
and that makes present interest hon- 
estly paint the darkest cloud an azure 
hue. There is no present danger of 
this bill throwing the world off its axis, 
destroying the liberty of the press, or 
installing Anthony Comstock monarch 
of all he surveys.” 


42> 





* PRINTERS’ INK.” 
WHAT WE ARE AND WHERE WE ARE AT. 
Its print is clear, its pages neat, 
Its ads are bright and witty ; 


Its address No. 10 Spruce street, 
New York State and City. Lovett. 


We've aregulat trousers-plant ; 
ROGERS, PEET & CO. 


Warren. 
sad St 


REE trae 


BROADWAY 
STORES 
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PRINTERS’ INK. 
THE «WHAT Is IT” 


PICTURE. 





WHAT IT REALLY IS. 
Newark, N, J., Feb, 28, 1894. 
Editor of Printers’ Ink: 

The “ What Is It” illustration appears to 
be a picture of a pile of headings clipped from 
the New Jersey edition of the New York 
World, the use of which is to credit the news- 
dealer with a like number of unsold copies of 
the World, and for which vhe dealer thus 
pays nothing. R, F. R. HuNTSMAN, 


Editor of Printers’ Ink: 

The cut in Printers’ Inx represents the 
unsold headings of the N. Y. IVor/d, and ex- 
plains how that great daily gets the greatest 
circulation in America. ouN H, Lewis, 

1z Pitman street, Somerville, Mass. 
Editor of Printers’ INK: 

The illustration ‘* What Is It?” represents 
a number of outside top headings of the Su- 
day World, dated Jan. 14, 1894, New Jersey 
edition. They were probably returned to the 
World office 4. some newsdealer as unsold 
copies to save postage or expressage. If the 
newsdealer should be compelled to return the 
whole copy in every instance, instead of 
merely the heading, the cost would be consid- 
erably greater to either the dealer or the pub- 
lisher, whichever, according to their arrange- 
ment, was to pay expense of returning copies. 

Very truly yours, 
Ricuarp W. ENGLAND, 
28 West 23d street, New York City. 








Editor of Printers’ Ink: 

The illustration “* What Is It?’’ on page 
242 of Printers’ Ink, appears to represent a 
number of headings taken from a lot of unsold 
copies of the New York Wor/d, returned for 
credit by some newsdealer, and shows that all 
of the copies of the Wor/d printed are not 
sold. Epwin BEDELL. 

4117 Third avenue, New York City. 


Editor of Printers’ Ink: 

The picture printed on page 242 of your 
issue of Feb. 28 is of a lot of heads cut from 
the World, of Jan. 14, presentation of which 
at the Word office will entitle the newsdealer 
to a rebate for “‘ returned copies,’”’ The plan 
of returning ‘* heads”’ in order to get rehate 
saves expense all around, and saves loading 
the newspaper office with a big lot of worth- 
less matter. W. H. Ricuarpson, 


227 South 6th street, Philadelphia. 
Feb. 28, 1894. 


WHAT IS CIRCULATION? 
By J. H. Griffith. 

A sensation has been made in the newspa- 
per world by laws proposed or enacted mak- 
ing it a misdemeanor to misrepresent circula- 
tion, Unless a definition of the word circula- 
tion is coupled with the law it must be a dead 
letter, for no two advertising solicitors will 
agree upon the exact meaning of the word. 
By “ circulation ”’ do we mean the number of 
copies of a paper which are run through the 
press, the number of copies sold, the number 
of copies mailed, or the number of readers a 
paper has? 

The number of copies printed is not circu- 
lation, as the tons of newspapers which are 
sold for junk and carted from Park row and 
vicinity every day mutely testify. We all 
know that it is no uncommon thing for a paper 
to 2? 10,000 copies more than it sells or 
mails, 

The number of copies of a paper sold comes 
nearer its circulation, but is not correct. Pa- 
pers like 7ruth, Harper's Weekly, Garden 
and Forest—aristocrats in their respective 
classes—are seldom destroyed, while others 
are ephemeral in every sense of the word. 
The circulation of one may goon and on for 

ears, while the other lasts but a day or an 

our. The existence or preservation of a 
paper, however, does not always mean in- 
creased circulation ; a paper may be so valua- 
ble as to cause its death and burial at once. 
Asa rule, however, the handsomer and more 
attractive the paper the greater itscirculation, 

The number of papers mailed does not prove 
circulation, Every prominent man gets hun- 
dreds of papers, a large proportion of which 
he never looks at, yet at the offices from 
which these papers emanate they are always 
included in *‘ circulation,” 

The actual circulation of a paper is the 
number of persons who read and examine it. 
This makes circulation an unknown and un- 
knowable quantity. An edition of 50,000 copies 
may read by 10,000 persons or it may be 
read by 200,000. There are papers one never 
thinks of loaning to a friend or neighbor or of 
sending to distant relatives, while there are 
others like the American Agriculturist, the 
Rural New Yorker, or the Outlook, whose 
circulation is doubled or trebled in this way. 
Then there is library and reading-room circu- 
lation, It is no uncommon thing for two 
copies of Puck or Life to be worn out while 
other papers remain as fresh as when they 
came from the printer. 

“Circulation” is not the number of copies 
printed or the number of copies sold and 

















mailed, but the number of copies read. It 
follows, therefore, that circulation cannot be 
proven by affidavit or post-office receipts, but 
must be estimated, and the estimate of an 
advertiser who associates with and watcles 
readers is as likely to be correct as that of the 
man who prints the paper, 

It is always possible to report how 
many copies are printed. Every copy 
printed is for a purpose. The pub- 
lisher is entitled to base his circulation 
statement upon the actual number of 
complete copies printed. Any other 
basis of circulation is open to more ob- 
jections. No other is so definite and 
certain. Circulation is by no means 
the only element of value considered 
by an advertiser. It is, however, the 
only one that is capable of exact meas- 
urement. The quality of press work 
and paper, the subscription price, 
class of readers, all have to be consid- 
ered as well, The advertiser will take 
note of these points ; also whether un- 
sold copies are returnable or not. But, 
after all, the question that he is most 
anxious to have fairly and squarely 
answered, without equivocation or ex- 
planation, is: ‘‘ How many —. do 
you print ? "—[Ep. PRINTERS’ INK 

soe— 


POSTAGE ON PRINTED MATTER. 


The following views are expressed 
by a correspondent who does not wish 
to be known : 

‘ T have several times been on the point of 
inquiring why Printers’ INk, in the interest 
of the better papers of the country, as well as 
of justice, did not lead in a movement for 
higher newspaper postage. I do not care to 
have my name mentioned in this connection, 
though I have more than once called attention 
to the fact that the postage is too low in our 
own paper. ‘The present rate was granted at 
the demand of the daily papers, which wished 
to get out large editions of their weeklies, 
The country papers would all be benefited by 
higher postage, since the bulk of their circu- 
lation is free in the county. I believe they 
are entitled to this much ‘ protection.’ There 
is certainly no reason why the government 
should carry newspapers at less than cost. I 
do not believe that your proposition of one 
rate forall printed matter is practicable, since 
eight cents a pound is low enough for books, 
and it would, of course, be impossible to raise 
newspaper postage to that rate. I should like 
to see it fourcents a pound, which is probably 
not more than the average cost of carriage. It 
would be impossible, however, to increase the 

trate more than two cents at present, on ac- 
count of ‘ vested interests,’ but even two cents 
would be a great deal better. It would afford 
less temptation to fraud, I take it Prinvers’ 
Ink is able to pay any rate of newspaper post- 
age, and only asks that it have ‘as low a rate 
as the lowest.’ I had some correspondence on 
this subject with the chairman of the commit- 
tee in the last congress, but his proposed bill 
came to nothing. I believe that PrinTErRs’ 
In conld organize the country papers and 
other interests and secure an increase to two 
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cents a pound—in time it might be made four 
cents, 

** 1 would also like to call your attention to 
the fact that there should a minimum 
weight to entitle a paper to pound rates, I 
knew of a leaflet, weighing 160 to the pound, 
sent out as a newspaper. The post-office 
handled 160 papers for a cent. I would make 
a limit of one ounce, sixteen papers to the 
pound, charging smaller papers one-sixteenth 
the pound rate for each paper. I think this 
- important in any amendment to thé portal 
aws.’ 


DID SUCH A CASE EVER OCCUR? 

VALENTINE’S SCHOOL OF TELEGRAPHY. 

JANESVILLE, Wis., Feb, 22, 1894. t 
Editor of Prixters’ Ink: 

Suppose an advertising agency secures a 
contract for an ad of twelve lines in a list of 
papers at an agreed price, Suppose, after the 
contract has expired, the advertiser discovers 
that his ad has been running as only eleven 
lines, for which space the papers have received 





the pay. 


The time has expired and the mone — 
the twelve-line contract has been fully 
by the advertiser. What should he doa 
it? Yours truly, VALENTINE oo 





a D SUBSCRIBE TO THE PUBLISH- 
RS’ COMMERCIAL UNION 
YEAR BOOK, 


Tue Texas Press Association, 
Huntsvitte, Tex., Feb. 19, 1804. t 
Editor of Printers’ Ink: 

Will you kindly give me the name of some 
reliable publication devoted to exposing fraud 
aclvertisers ? 

Our association is making some efforts to 
protect its members against frauds, and a 
paper looking after such matters would be spe- 
cially valuable. B. Rostnson, 

Sec. T. P. A. 


——_ «or 
WHERE ITS INFLUENCE IS SEEN, 
Cananpaicua, N, Y., Feb, 23, 1894. 
Editor of Printers’ Ink: 

The influence of your bright little weekly 
is seen in the advertising columns of all local 
and county papers, Merchants recognize the 
fact that your sample ads are worth copying, 
and many do not hesitate to do so, with little 
or no change. In writing ads for different 
merchants I am often glad to avail myself of 
hints offered by your contributors 

. W. Darwin, 
NO. 
PirrssurGH, Pa., Feb. 23, 1804. 
Editor of Printers’ Ink : 

Being a subscriber to Printers’ Ink, I con- 
tinually see your invitation to ask for advice. 
Now, I would like to know if any physician 

makes a success of advertising a specialty 
without resorting to the methods of the ouack, 
In other words, will a modest, plain statement 
in the newspapers bring sufficient returns to 
warrant one’s breaking away from the re- 
straint imposed by the code of ethics? Kindly 
give me your views by mail. H, J. A. 

a are 
That merchant to himself denies 
The profits he might realize, 
If in a policy unwise, 
He fails to freely advertise. 
—Niles (O.) Daily News. 
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ADVERTISING FOR RETAILERS. 
Edited by Charles Austin ‘Bates. 


Retail peer invited to send atvertionnedte for criticism and suggestion ; 
to retail advertising ; to send ideas, ee 


ints for the betterment at “ag this department, 
is the retail bran 


iNK is a clearing-house for 








CHANGE THE MATTER. 


There are a great many papers which 
discourage enterprising advertisers by 
ridiculous limitations, rules and extra 
charges, 

‘There is, however, some advantage 
to be gained, even in this seemingly 
obnoxious condition of affairs. In a 
paper which charges extra prices for 
changing ads, for cuts and display, 
they have an increased value for the 
advertiser who uses them. Where all 
the ads are stale but one, the fresh one 
will be more diligently read. It will 
have no competition. The same is 
true regarding cuts and display. 

Keep the ads fresh, no matter what 
it costs. You are wasting money every 
time an old ad appears. A retailer 
loses 50 to 80 per cent of the effect of 
his advertising when he lets the same 
matter appear more than once, 


A MODEL TAILORING AD. 


This ad comes from the Baltimore 
News. It is well displayed and 
straight to the point. It tells all there 
is to tell in crisp, clear, snappy style : 


Look 
Well, 
Fit 

Well, 


bee STYLISH |! 
> =. 22 2 fF F F 
KEELER’S 
SUITS! 
FOR GENTLEMEN. 
(Made to Your Measure.) 


JOHN M. KEELER, 
5 N. CALVERT STREET. 
Annex, 203 East Fayette Street. 





WARM! 


STRONG ! 





$15 


$15 


DISPLAY. 


It is easy enough to get effective dis- 
play where the kinds and quantities of 
type are plenty. 

How to get a striking effect in a 
country paper of limited facilities is a 
question which I know is a vexing one 
to many local advertisers. 

The style used in the accompanying 
ad is one I have found to possess many 
advantages. I do not hold it up as 
faultless, but it makes an ad stand out 
in the ordinary paper better than any- 
thing else I have tried. 

Striking display is nearly as good as 
preferred position. All that either one 
will do is to catch the first glance of 
the reader. After that the wording 
and the reader’s needs and ideas decide 
the fate of the ad. 

I believe in suggestive ads and those 
which are not disguised. A glance at 
this one tells what it is about. If the 
head-line catches anybody interested in 
house furnishing, the display at the 
bottom will make them read the talk 
between. There’sa chance of catching 
somebody who does not know he is 
interested until the suggestion conveyed 
makes him so. 

This ad looks easy to read. There 
are more words in it than there seems 
to be. It is one of a series of daily 
changes, running in the Washington 
Post, and which in that paper stand 
out quite distinctly : 


IS THIS 
PLAIN ENOUGH? 


If you buy anything here and it isn ‘t 
exactly what it should be—if you're 
not satisfied, tell us. We'll send for 
it and refund the full purchase price. 
If you find you could have bought 
the same tliing any place else, at the 
same time, for less money, come in 
and we’ll give you a rebate equal to 
the difference. If that doesn’t make 
you absolutely safe we don’t know 
what will. 


W. H. HOEKE, 


Furniture, Carpets, Draperies, 
Cor. Pa, Ave. and 8th St. 




















THE AMENITIES IN TERRE HAUTE. 


On Saturday, Feb. 17, 1894, the 
firm of Espenhain & Albrecht, dealers 
in dry goods in Terre Haute, Ind., 
advertised the purchase of $10,000 
worth of the stock of the James H. 
Walker Dry Goods Company, of Chi- 
cago, inserting in their ad a copy of a 
telegram from the senior partner of the 
firm to the resident manager inform- 
ing him of the purchase. On Sunday 
morning a competitor, the New York 
store, published conspicuously in their 
ad the following statement : 

The reason why we did not buy a part of the 
James H. Walker stock was because on Feb. 
14 three of the employees of the James H. 
Walker Company were taken to the pest house 
with the smallpox—one the driver, one the 
shipping clerk and one a packer, We figured 
onthe stock, but when we learned of the above 
we did not care to risk spreading the dreadful 
disease. 

Espenhain & Albrecht thereupon se- 
cured and published the following 
affidavit : 

tos 


State oF ILinots, 
County or Cook, 
Cuicaco, IIL, Feb. 19, 1894. 
G. W. Barstow, superintendent stables, 
horses and drivers; M. O. Gruver and C, P. 
Van Tine, shipping clerks, and O, Bauman, 
manager of packing department, for the 
Equitable Trust Company, trustees (owners 
of the James H. Walker Company stock), and 
former employees of the James H. Walker 
Company, being duly sworn, make oath that 
to the best of our knowledge and belicf there 
has been no employee of the James H. Walker 
Company stricken down with smallpox, and 
the statement made that upon Feb, 14 three 
employees of the James H, Walker Company 
were taken to the pest house with smallpox — 
one the driver, one the shipping clerk and one 
a packer—is absolutely false aud without any 
foundation whatever. 
. BARSTow, 
Supt. of stables, an and drivers. 
M. O. Gx UVER, 
"Shipping clerk. 
C. P. Van Tine, 
Shipping clerk. 
Orto BauMAN, 
Manager of packing department. 
This completed about as bad an ad- 
vertisement for the New York store as 
it was possible for them to get. Lying 
to help one’s own business is bad 
enough, Lying to harm another's 
business is abominable. Advertising 
the shortcomings of a rival is a poor 
way to succeed, It is best to ignore 
him entirely, let him advertise himself. 
There are always people ready to side 
with the defensive party, and when 
that party has the right on its side, so 
much the worse for the aggressor. In 
advertising, as in other things, it is 
well for ‘‘every tub to stand on its 
own bottom,” 
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INK. 
For a Druggist—( By C, A. Bates). 


IT’S NOT 


VERY GOOD. 


We are very much disappointed in this 
lot of soap, The sample we bought from 
looked all right and had a very pleasant 
odor. We liked it so well that we had it 
put up under our own name of 


‘¢ PYRAMID 
PERFUMED SOAP.”’ 


Butit’s bad. The perfumeis what makes 
itso. You may like it—we don’t. We 
expected to sell it at 20 cents a cake, but 
if you'll take it at three for a quarter it’s 

ours. If not, we'll throw it away. 
Really, it’s a fair soap. It cleanses and 
it won’t hurt the skin. ’Tisn’t first-class, 
though. 

PHARAOH’S PHARMACY, 





For a Tatlor— By C. A. Bates). 


A 
FULL DRESS 
SUIT. 


The man whe needs it often has one already. 
It’s to the one who only has occasional! use for 
a dress suit that we want to talk, 

If you only need it twice a year you ought 
to have it. There are times when nothing 
else will answer. 

Needn't be expensive —$s50 will do—-plenty 
good enough for occasional use, though we 
make them “pes high as eighty. 





For any Business—By C. A. Bates). 
Don’t 
Expect Bargains. 


We don’t have bargzins. Just good, 
honest value, that’s all. In buying we 
consider quality first and price after- 
ward, Quality for quality we give you 
lower prices than anybody else. For 
exainple— 





For a Grocer— By C. A. Bates). 
IF IT’S 
CANNED GOODS, 


You'll find it here—not always the lowest 
priced, but, for all that, the cheapest. 


‘There's a satisfaction in feeling safe. 
Our customers know that what they get 
here is good and at as low a price as good 
things can be sold, 
are— 


This week's specials 
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Displayed Advertisements 


50 cents a line ; $100 @ page; 25 per cent 
extra Jor specified position—if granted. 
Must be handed in one week in advance. 


SUPERIOR Mechanical Beegevins . Photo Elec- 
trotype Eng. Co.,7 New Chambers St., N. Y. 
S™é 

‘or 


me EOR SORES betlehem. Pa. 
TRADE MARKS. 


Information and advice in relation to 
tion free. Unsurpassed facilities. Want cireulart 
GLascock & Co., Pat Att’ys, Washington, D. C 
PORTRAIT, 


Single col., $ I.5 F5 


CHICAGO PHOTO ENG. CO., 18 a O 


COIN! COIN ! J! COINT II 


Sor tent Coin Mailing Card brings it every 
in line ‘with hustlers who 3 cireulation. 
will help you. Try 


Sole P: Props. = Mfrs., Detroit, "Mich. 


aa nene> Lng WE 














BEST 
NALF-TONE 








t rench Pam p ~ 
French Translations 





ADS from English and Ger- 
s |man. JOS. FRANCOIS, 
1500 Notre-Dame Street, 
re | Montreal, Canada. 
$100 
Arth ur’ S 24 | per pace 
9 for both 
Pete rson Ss. Magazines. 


F, E. MORRISON, Adv. Mgr., 
500 TEMPLE COURT, N.Y. 

| VAULTS SUBDIVIDED, 

SAFES FITTED, 

CLOSETS PARTITIONED, 

|/ROOMS SHELVED, 


WITH 
ACME 
WIRE 
P Hatt 4 rION 










POPE RACK Co., 
St. Louis, Mo. 


4. COTNER, JR-9SEC'Y 
DETROIT, MICH. 
25 Telephone Bldg. 
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CIRCULARS 


100, 000 Send for Samples, 
$30. OO. AvE8.: ae HAD 


P wnt lication h 
What’s the Matter? ore péton hes 
}—T- ! 





recent science, astudy 
of forces. e adver- 


these achi resul 
One of the established 


$22 EB poter mann a 
__ Ne ew York City. 
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| Is it not surprising 


That a remedy 

That has been 

The Physicians’ Trump Card 

For a century—His ace of trumps! 
Should now, 

For the first time, 

Be so prepared as 

To make it possible 

To offer it to the public 

In a form 





| Available for immediate use 


And capable of being preserved 
Without loss of virtues 

For a decade ?— 

Or until the occasion arises ? 





Such a surprise exists in 


Ripans Tabules. 


Price, 50 cents a box, 
of drug ists or by mail. 
Ripans Enemical Cc., 
10 Spruce Street, 


| New York. 





Illustrated Sun, 


PUBLISHED SATURDAY. 
d Circulation, 80,000. 


Ct + 





Sunday Sun, 


PUBLISHED SUNDAY. 
Guaranteed Circulation, 20,000. 


DETROIT, MICH. 
WINTER & BAKER, PuBLisHERs. 
§. S. VREELAND, Manager Eastern Office, 150 Nassau Street, New York. 
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WE CONTROL For rates and other information address, 
NINE-TENTHS 
OF ALL THE 

: Times Buicoina, New York. 
STREET-CAR : 48 Conaress St., Boston. 
ADVERTISING 

‘All,’ “How,” ‘Great,”” ‘Who,’ 


IN oe 7. . os . 
**What,’’ “oa,” ** Cobwebs,”’ 


NEW ENGLAND = ** Boston.”’ 


Union Street R'y Advertising Co. 


M. WINEBURGH, Prcs'r. 


Deveneereeannucucennegogye 


SEND FOR A COPY OF 
‘*Facts,”’ ‘* Success,”’ ‘* Originality,” 











WILL PRINT, PERFECT, FOUR OR EIGHT-PAGE 
PASTE AND FOLD 8 TO 10,000 P R E Ss Ss. PAPERS PER HOUR. 


CAMPBELL PRINTING PRESS AND MFG. COMPANY, 
160 William Street, New York. 884 Dearbern Street, Chicago. 














The Toledo Daily Blade : 


has the largest circulation of any daily paper printed in Ohio, 
outside of Cincinnati or Cleveland. 


The Toledo Weekly Blade 





$3 QOWBQOQOQOQOQGOoaOea.se 
PS PSPS VSS VSVVV VY 


























has had a paid-in-advance yearly subscription list more con- ¢ 
secutive years than any weekly newspaper printed in the $ 
United States. $ 
For advertising rates, address THE BLADE, TOLEDO, Onio. + 
9ANNNNNN0NNHH0H000HHNHHNNHNNNHHHHHHHHNHHHOHHHO 
IN 


DVERTISING 
CHAS. K. HAITiTT, 
Two-Thirty-One 
BROADWAY, 

NEW YORK. 
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THE 


SUNDAY STAR 


Of WILMINGTON, DELAWARE, 


Is a live powepene per of 
it; Y dingo pon ple, and 
c ol ’ 
is “issued on pet 


day" the > ony 

of 

wee This means much 

ina Lae where eve 

peed is interested 
ome manufacturing 

industry that keeps all busy during work 










A LIVE 
NEWSPAPER 
' OF TO-DAY. 


LOCAL 
AND 


NON-PARTISAN d read it thorough- he 
es 

, me En, medium 

that no business man who wants to reach the 

people of Delaware can afford to neglect. 








Lt oom has many ad- 
HE an iver- 
tT tising medium. io cane 
acte. ws ani - 
ADVANTAGES eral features it i is really 
a y Tr, e 
OF THE STAR. a daily pape link be- 
een Saturday an 
issues of the 
daily press. In addition to nn the local an 
meral news, it y special features 
make it attractive to the general reader. 
I ves careful attention to all industi 
rs; its current review of theatrical 
events is the in the State; it has a b 
and up-to-date s ing nd a charming 
woman’s page ich is contributed to by some 
of the cleverest writers of the day. It has a red 
hot it , in which san topics on 


ion oltieal faiths,” This polie y of giving. bo a. both 
aiths. 8 icy of giving 
sides a show has been a great. 


feature 2 Tae STAR. its a ‘bout any ' 
ment also been t hit, and every- 

‘he! interested in it. It Sitoria. Js deal alm: 

exclusively with local — of current interest. 


In addition to these at- 


tractive features, it has 
BESIDES a ————_ | 
ALL old and youn ig an 
mes also Chiess. an 
checkers, and a 
THE ABOVE. » whic includes 


bright ht, original and 
carefully selected sto- 
ries, poetry, etc., etc. 


Another advantage 
the advertiser ae there 


PLENTY is plenty of time to read 
OF THE STAR. It is delivered 

at = oe = = 

le ear in e 

TIME, Dorning on the only 





ay of are in the 


ving fifteen 

hours in which to read . if one does not get 
to see it in the morning he may have achance at 
it in the afternoon, or if he fails in the after- 

read it in the venting. So ws 
everybody—each ee? of the family—has 
chance to read it, advantage os anes be 
recognized by a wide-awake advertise: 


ads anybody in Dela- 

merchant or 
other business man, or 
any sn person. 
Everybody Sgt about 
it, everybody read: “ey it, 
ane cvesgpody w o has 
to sell 4 ‘Dela. 
‘wareane should adver- 








AS TO 
ITS 
STANDING. 


tise in it. 





All communications should be addressed to 


THE STAR PUBLISHING CO., 
WILMINGTON, DELAWARE. 


2 | ete. 


PRINTERS’ INK 


SAMPLE COPY EDITIONS. 


THE New York Newspaper Union 
have been large advertisers in PRINT- 
ERS’ INK for many years. They have 
kept a list of all the people most likely 
to be interested in advertising of papers 
of local circulation, and copies of that 
list have been furnished to the publish- 
ers of PRINTERS’ INK. For the pur- 

se of interesting those persons in 
PRINTERS’ INK, and securing subscrib- 
ers from among them, a sample copy of 
the issue of Wednesday, March 14, 
will be mailed to every one of them. 
Advertisements intended for that issue 
should be sent in one week previous. 


THE American Medical Publishers’ 
Association, of which Charles Wood 
Fassett, of St. Joseph, Mo., is secre- 
tary, have published revised lists con- 
taining the names of all reputable ad- 
vertisers in the United States and 
Canada who use medical and pharma- 
ceutical publications. It is asserted 
that the list is brought up to date and 
includes many new advertisers. The 
association has also published a com- 
plete list of all publications in the 
United States and Canada that are de- 
voted to medicine, surgery, pharmacy, 
For the purpose of interesting 
all the people named on these lists, and 
securing subscribers for PRINTERS’ 
INK from among them, a sample copy 


ost | of the issue of March 21 will be mailed 


to every person, firm or publication 
named. Advertisements intended for 
that issue should be sent one week in 


and | advance. 





Mr. GEoRGE D. KiNG, who lives 
at No. 1134 Dean street, Brooklyn, 
and is in the business of preparing 
most attractive circulars for advertisers 
who think that to advertise by circular 
is wise, has compiled a very complete 
list of the live advertisers doing busi- 
ness in New York City. There are a 
great many such. In numerous cases 
Mr. King gives the name of the mem- 
ber of the firm with whom the adver- 
tising solicitor should confer. The 
list, we believe, contains in the neigh- 
borhood of 2,000 names. Every one 
of these persons is, or ought to be, a 
reader of PRINTERS’ INK, and for the 
purpose of interesting them, and secur- 
ing subscriptions, a sample copy of 
the issue of Wednesday, March 28, 
will be mailed to every address on the 
list. Advertisements for that issue 
should be sent in one week in advance, 
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An Unpopular Newspaper. 


THE NEW YORK TIMES 


Unpopular with persons who feed upon fakes and unclean things. 

Unpopular with law breakers and law makers who are untrue to 
their trusts. 

i people who have great heads with mighty little in 
them, but 


POPULAR ALWAYS 


As a Home Newspaper; for it is cleanly in all things, and thousands 
of Families daily pay tribute to its worth. 
The reliability of its news has passed into a proverb in the news- 
el world. 

his world is becoming better, in spite of the fakir and the bomb- 
thrower, and among those who contribute to its betterment the 
circulation of The New York Times is steadily gaining. 


THE NEW YORK WEEKLY TIMES 


Is fully as unpopular as The Daily Times, and for the same reasons, 
but in its own field it is equally as good a newspaper. 

It breaks rules regularly—column rules, for instance—and it dis- 
plays ads and prints cuts without extra charge. Among the valu- 
able advertising mediums of the day it is forging to the front. 


SEND FOR OUR NEW SPECIMEN BOOK AND CARD RATES. 


PRINTING HOUSE ; SQUARE, \ 2 NEW YORK CITY, N. Y. 
mite oA ees 


eS 
MAE 
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Pusu. SHED 8 


VOLUME @ N®5 (MN65S) THE GANNETT MORSE CONCERN 


PRICE 25 CENTS PER YEAR MARCH 1894 AUGUSTA ore 
IF Wou 


Haven’t seen ComFortT lately send for a copy and examine its great improvements in mat- 
ter and make-up. You will then understand why it has the largest circulation in America 
and why it is prized in a million and a uarter homes. 

Here is the way advertisers speak of it 

We have found Comrort one of the most profitable publications we have used, and only 
pe there iw more mediums equally good.—Bryant & Stratton, Correspondence College, 


Buti. consider ComForT one of our best It paid us nicely, hence we increased 
our ; ace.— Rouse, Hazard & Co., Cycles, a, Tl. 
ong my my little card appeared but one, y *- ad ge and dollars keep comin ng right 
oteun My wctind apoenmn f L on gaily pre proved & good investment, but ComFortT yiel 
returns all the year round. ngs, lisher, — n, Mass. 
Space of agents. or of - ‘ee GaNnneTT & Morse ONCERN, Publishe’ me Office, 
Augusta, Me.; Boston Office, John Hancock Building; New York Office, Tribune juilding. 























PRINTERS’ INK. 


BLACK, wocen, 
st BRIGHT “~» GOOD. 


PRINTING INK is a very sticky substance! and innum- 
erable printers have been stuck with it!! but when a 
printer buys of me he does not get stuck!!! neither 
doI!!!! I protect myself by getting cash with the order ; 
and the printer who buys of me is protected by the fact 
that I warrant the goods to be the best in the world (best 
news ink, mind, not book or job); and, as manager of the 
Printers’ Ink Press, I am widely known as a good printer 
who knows what good INK is. 
e$¢¢ © O&O @ 


To get a ink the buyer has to_ hand over the cash with the order. He 
can bu ere else and be allowed from six to twelve months’ time. It is this 
eterna f rm re for credit that keeps printers poor. Printers who are solvent can 
keep so by buying News Inks of me. mi prices for News Inks, guaranteed to 
the best in the world, have been and still are: 








$500-pound Barrel at 4c.. $2000 
250-pound Barrel at 434c., 11 25 


100-pound Keg at 5c., 5 7 
50-pound Keg at 5%<c., 27 
25-pound Keg at 6c., 1 50 





? 


The goods are delivered at any railroad or steamboat in New York oy, and 
satisfaction is guaranteed. Printers who will give their pressman ha f the 
amount they savein buying of me will learn that the goods I send are the best 
News Inks he has ever used. [issue no circulars—have no specimens. All that I 
need is to see a copy of the paper to be printed, to know the kind of press 
and the temperature of the press-room ; and, most Sapestent of all, 


A CHECK WITH THE ORDER. 
Satisfaction is Guaranteed Every Time. 








Address WmM. JOHNSTON, 
Manager Printers’ Ink Press, 10 Spruce St., New York. 





The following is the first and only testimonial that I have ever received : 

TURNER’S FALLS ‘‘ REPORTER” STEAM PRINTING o RerARSeNENE, 

Cecil T. Bagnall, es — boy 
Wm. Johnston, pearue s Street : ALS, Maas, Feb. 16, 1894 
Deak Sir—I no gout. last ad in PRINTERS’ INK, “ social for: a S abiliin While we all know 
there is considerable humbug in pe app is,we sometimes —— x y three times what we should for same 
there is a a fear of getting so me nasty mi we go down in 

is an in the world acheap and nasty i ved I — like to know what it is, and 

et ti sirens fet adres cout on Dat supenne as some I have been 


cents und bo 
work, good paper, on check-with-order bas 


‘ou do in job ine a glossy. “3 ~ % uick-drying, for commerc 
ist 7 io th inks? Sin cerely 
CEcIL T. BAGNALL. 


T can do nothing on Job Inks. News Inks are my specialty, and I stick to News 
Inks—unless | get a check with the order, WM. JOHNSTON, 


other inks 
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CHICAGO, ILL. 
P Illinois; 

105 Papers w Iilimnolis; 
CIRCULATING IN 89 CITIES AND TOWNS HAVING A POPULATION, EX- 
CLUSIVE OF CHICAGO, OF 369,109. 

Guaranteed Circulation of 100,000 Copies Every Week. 

Por. Name Name WaHeEn Por. Name Name WHEN 
oF OF or EsTAB- OF OF EsTaB- 

Town. PAPER. L’SH’D TOWN. TOWN. 
1,574 Argus 1882 Lena ceose 1 
2,330 880 3,246 Lewiston, C. H 
2,560 880 Maroa. 87 
2,322 871 4,285 Mendota 
1,595 890 1,999 Milford 1876 
4,832 866 3,398 M 1878 
1,888 1888 1,545 Mom Press 1887 
20,484 886 a } "Carroli, C.H.Daily Democrat 1898 
2,521 876 2,145 Onarga.. -Leaderand Review 1870 
1,484 891 1,080 Oquawka, C: F.........Democrat 1889 
1,589 879 1,951 Oregon, C. H Reporter 1851 
2,759 1887 6,143 Pana.... . Gazette 1865 
851 1882 1,455 Paw Paw -Times 1878 
10,422 1874 3,559 Paxton, C. Register 1875 
1,826 1858 1,796 Pecatonica. — s 1872 
8,599 1890 6587 Pekin, C. H................ “Tribune 1887 
9536 865 5,883 ones ccccee Daily — Herald 1886 
SEB = POPU, 2002 cccvecccceeed erald 860 
. 886 3,270 pittstieid, © nner 1887 
5,450 875 2,728 Plano.......... ews 1872 
2,282 868 4,066 Pontiac, C. H Leader 1883 
878 4,491 Pr ..News 1881 
1887 ton, C. H Tribune 1872 
2,505 1878 Ee Journal 1890 
17,768 1890 38,313 senna, H Optic 1885 
3,475 1879 ui ney, C.H....Saturday Review 1872 
2,140 868 2,391 Rantoul ............+s00» eess-News 1890 
5,804 868 “9 Press 1873 
8,876 1890 2,990 Bobinsca. GO. B......ccccocecs Ar 1863 
2,174 866 13,634 Rock Island, C. H..RockIslander 1854 
2,451 874 3,445 Savanna.. ccccccoces 1885 
874 1,849 Saybrook. In ndependent 1875 
2,058 865 5,419 Shelbyville, C. H.....Daily on 1887 
1,891 883 Shelbyville, C. H........... Lead 1861 
2,217 875 Shelbyville, C. H.. doteess. Gnion 1863 
6,593 892° 1,770 Sheldon.............+++0e 1880 
15,264 854 Soutb Chicago 1893 
3,142 878 1,852 Stockton.. 1883 
4,069 874 14,629 Streator... 1892 
2,997 890 3,840 Sullivan, C. 1884 
883 4,038 T: ‘aylorville, 1868 
2,051 88 2,519 Toulon, C. 1879 
2,129 337 2,781 7 icnbadbeonqocnsnes 1888 
3,510 849 3,201 Tuscola, C. H 1875 
891 2,088 Virden............. 1879 
1,669 1877 «1,368 Walnut... 
3,719 881 1,587 Warren ....... 1857 
872 1,181 bee 1890 
1893 3,246 Warsaw..... 1889 
5,988 1870 2,058 Washington . 1876 
2,677 1856 1,898 Wemona..........+s0+---- e+: Index 186 
1,865 1876 41,116 Wyoming.............-Post-Herald 1872 
11,620 1856 
ADVERTISING in this list of 105 papers, 50 cents net, per agate line, 
each week. By the year, $2.00 per inch in each paper, or $200.00 for the 
105 papers. 








For further particulars, address 


CHICAGO NEWSPAPER UNION, 


87-93 South Jefferson St., Chicago, Ill., 
Or, 10 Spruce St., New York. 


Orders received through any reliable Advertising Agency at the same rates, 
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PO _ ae) ae 


=<. BIG S> ‘NO OTHER << Mountain 
SQW NEWSPAPER ee 


oe WEEN THE MISSOURI RIVER AND SAN FRANCISCO pretends to 
rival THE COLORADO SUN in point of circulation and influence, yet 
there are many whose rates are more than double the amount charged for 


space in the Sux. 
Only one way to reach the many thousand homes in the Rocky Mountain 
region—an advertisement in the SUN does it at the smallest cost. 
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THe Home OF THE COLORADO SUN. 

Larger circulation in each of Ten States surrounding Colorado than any 
paper published or circulated in either State. 
and not an exchange or 
Circulation: 25,333, *Gauunead on the list 
S22 AFFIDAVIT AND POST-OFFICE RECEIPTS FURNISHED ADVERTISERS. 
Rate: Only TEN CENTS Per Line. 
NO DISCOUNT FOR TIME OR SPACE. 

SP No other Newspaper in the West offers advertisers one-half as much. 

For Sample Copies, Space, etc., address, 


THOS. D. TAYLOR, 
MANAGER EASTERN OFFICE, 


TRIBUNE BUILDING, NEW YORK. 


| cs Tue Dalty AND SUNDAY SUN has largest afternoon circulation in Denver, 
and only afternoon paper publishing Sunday morning edition. 


Titti iii litt i itil i it iis iii itt titi dt 
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THE COLORADO WEEKLY SUN | 
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Evening Wisconsin, 


MILWAUKEE. 


% 


THE LEADING NEWSPAPER 
OF THE STATE. 


& 
Been Established for Fifty Years. 
3 


Its great recommendation is that it 
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has the largest circulation, and that 
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absolutely ALL general advertisers in 


=IN=IM 
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== 
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Milwaukee use it more than any other 


Ml 
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paper. 
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Represented in New York by 


CHAS. H. EDDY, 


10 Spruce Street. 
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THE PORTFOLIO plan has proven one of the most successful 
methods ever introduced for increasing the circulation and popu- 
larity of a newspaper. 


PRTTOLI. GRERT PAINTINGS 


AIEEE EMILE 


RPAla= I THEORIGINAY O/MCOLORS G4 


Is the largest and grandest Portfolio ever produced. Every picture 
a beautiful reproduction of a famous masterpiece in the original oil 
color on heavy enameled paper. All nude pictures have been 
excluded, and nothing but the most desirable and noted works ad- 
mitted. Each part contains five magnificent paintings, four sizes 
8 1-2 by 10 1-4 inches each, and one 10 1-4 by 16 inches, with 
descriptions. Upon our plan of distribution you can sell the Port- 
folios at 10 cents each, and make a profit, besides increasing your 
circulation tenfold. 


THE MOST UNIQUE COUPON PLAN EVER 
INTRODUCED. 














Just the thing for both dailies and weeklies. Only one paper in 
each place given the right to handle these Portfolios, and no one 
allowed to sell for less than 10 cents. If you want to benefit your 
subscribers, and increase the standing of your paper, 


ACT AT ONCE 





and secure the right for your locality. We furnish subscribers with 
attractive electrotyped advertisements in eighth-page, quarter-page, 
half-page or full-page size, at the actual cost of the electro. This is 


THE GOLDEN OPPORTUNITY. 




















Don’t wait until the fad is on the wane. Three parts now ready. 
Series will continue as long as present interest lasts. Send 10 cents 
for sample part. 






HENRY NEIL, 
118 South Seventh Street, Philadelphia. 
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ERY careful study of the impression made by 
advertisements upon readers convinces the 
management of THe Lapis’ Home JourNaL 
that, in the interests of advertisers them- 
selves, it is wise to discontinue insertion of 

“reading notices” and “reading advertisements” of all 

kinds, and therefore the rate for such advertising is with- 

drawn from this date. 


















Henceforth, THe Lapres’ Home Journat will accept 
none but displayed advertisements. These will receive 
the most artistic treatment as touching typography and 
illustrations, but art, not artifice, will be employed. 






The October number, 1894, will contain one “ reading " 
page, contracted for prior to this date—but that is all. 






THE CURTIS PUBLISHING COMPANY 
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Modern 


PRINTERS’ INK, 


Advertising 





Correspondence 
Solicited. 





Does not consist in placing your an- 
nouncement in a ready-made list of 
papers guaranteed to be particularly 
adapted to the wants of everybody, 
from the inventor of a nursing bottle 
to the manufacturer of iron bridges. 

Such combinations were in vogue 
20 years ago, and served a purpose 
when nothing better was known. 

To-day, every advertiser to be suc- 
cessful must have his own particular 
business considered and its advantages 
brought out in an effective way. 

To talk business through the news- 
papers in an effective way requires 
some special skill or training—How 
to talk, when to talk, above all, 
where to talk. 

That is our constant study. We 
have acquired the experience that leads 
to success, and are willing to advise 
those who contemplate extending their 
business by newspaper advertising. 





The Geo. P. Rowell Advertising Co., 


NEWSPAPER AND MAGAZINE ADVERTISING, 
10 SPRUCE ST., NEW YORK, 











